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and stores from Coast to Coast 





OUR 


Abraham and Straus, Brooklyn 
and stores all over the country 
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Mercuanpise Presentation ...a 
science of fact-finding . . . of superb showman- 
ship . . . of specialized salesmanship. This is 
the new vision of display. Thanks to the retail 


display directors of this country. 


Today, we celebrate five years as specialists 
in merchandise presentation . . . designing and 
producing ITINERANT PROMOTIONS... . 
displays for retail stores that are dramatic... 
that “stop” passers-by . . . that vitalize a “sell- 
ing” story ... that inject the effectiveness of the 
. that “PIPE-IN” the force 


of advertising to the individual retail store. 


third dimension . . 


This kind of advertising . . . based on circula- 


J. L. Hudson, Detroit 


and many other important stores 
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tion and net results . . . bas proved itself the 
lowest cost advertising known — for both re- 


tailer and manufacturer. 


So... we naturally take pride that W. L. S. 
itinerant promotions are of a quality in ap- 
pearance, construction and effectiveness as to 


be welcomed by the display directors of the 


~ leading stores in this country . .. men who have 


the new vision of merchandise presentation. 


The substantial season-by-season increase of 
these itinerant promotions in important stores 
is the best evidence of the growing value of 


our service. Are you getting YOUR share? 


W. L. STENSGAARD & ASSOCIATES, INC. 
CHICAGO 


ORIGINATORS AND WORLD'S LARGEST PRODUCERS OF ITINERANT PROMOTIONS 
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Boston Store, Milwaukee 
and many other leading stores 
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Meier and Frank, Portland, Ore. 
and hundreds of other stores 





Shillito's, Cincinnati 
and over 200 other stores 
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THE COVER 


The cover illustration shows a view of 
Cincinnati, the 1936 |. A. D. M. convention 
city, as seen from the Kentucky side of the 
river. The tallest building seen in the pic- 
ture is Carew Tower, which houses the 
Netherland Plaza hotel where the delegates 


will attend the various sessions. 


1936 


"Display, both window and interior, is as important 
a vehicle for the moving of merchandise and the 
dissemination of information as any other that can 
be conceived. Display should be handled by expe- 
rienced, well-paid people and confined solely to their 
endeavors. Very few others understand it. Displays 
should be given important appropriation in every 
advertising or publicity budget."—Herbert S. Waters, 
sales manager, Kresge Department Store, Newark, 
New Jersey. 





OUR NEXT ISSUE 


The July issue of DISPLAY WORLD will 
contain a complete account of the |. A. 
D. M. convention, with some of the ad- 
dresses given in complete detail. But in 
addition there will be articles by Edward S. 
Arkow, Gimbel Brothers, Philadelphia; James 
Styles, The Hecht Company, Washington; 
Hal M. Carleton, S. H. Kress Company, 
New York City, and many other prominent 
displaymen. 
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. .. something is sure to happen and 
you're in for the surprise of your life 
when you see our display in Parlor G 
at the [ADM Convention! 

You all know E. van Elkan. He intro- 
duced the Lenci Mannequins that set 
the whole display world afire a few 
years back. Then followed the revolu- 
tionary carved wood figures that won 
you display men over from coast to 
coast. 

But, wait until you see what we've 
done for you now! 

We bring you the genius of Russell 
Patterson. You have admired his work: 
his National magazine covers; his 
stage and costume designs for Zieg- 
feld Follies, George White's Scandals, 
Paramount and Fox Films; his puppet 
shows; all glorifying his typical Ameri- 
can girl. 

But you never knew Russell Patterson 
as a designer of display mannequins 
—and what a treat is in store for you. 
He has captured the grace and charm 
that makes the Patterson Girl inimit- 
ably his own. The result will be a rev- 
elation to the display world. 


SEE—For the first time in Display History 
RUSSELL PATTERSON'S Magazine Cover Girls 
as Glorified Mannequins. 


Also—an entirely new line of mannequins in lower price 
‘ranges—and a revolutionary idea in photographic flat 
cutouts. You'll see them all at the |. A. D. M. Convention. 


FZ VanZ eK 


37 West 26th Street - New York City 





Murray Hill 4-0581 
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Display Must Change 


Display problems will always be a perpet- 
ual source of experiment and change. The 
reason for this constant change, I feel, is 
very simple. It is life itself. Your buying 
public changes overnight its interests, its 
desires, and its sources of excitement. If 
you wish to appeal to the public, then, you 
must change with it. Better still, anticipate 
its changes of interest and be there with 
the right appeal when the change occurs. If 
you could halt this interest and this desire 
from changing, then you could halt the 
necessity of changing your background and 
buying element—a very essential headache in 
your merchandising structure. Of course, 
you can’t halt this great variable change, but 
you can and must either anticipate these 
changes or follow those who do, in order to 
remain in business. 

Time does not permit a discussion of what 
causes these changes. All our public institu- 
tions such as newspapers, magazines, trade 
journals, moving pictures, and radio reflect 
these changes. It is your problem to reflect 
them in your windows and it is my problem 
to discuss the ways and means of doing so. 

In planning a window display we should 
accept the fact that our first problem is to 
attract the eye rather than the mind. There- 
fore, in considering the elements in your 
window display—copy, elevation, fixtures, 
background, and merchandise—don’t worry 
so much as to how it will look, but rather. 
how it will be seen. In order to make the 
public see your window, follow a primary 
rule in psychology: the eye and the mind 
retain only one thing at a time. Select one 
dominant theme by which you expect to 
attract the eye. Build it up! Elaborate on 
it! And in developing the rest of your win- 
dow environment, be sure that you do every- 
thing by which it will be possible to exag- 
gerate and emphasize this one dominant, 


eye-attracting theme, whether it is copy, 
merchandise, or color. 
For years we have shouted the law, “The 


merchandise is the thing.” I’d like to sug- 
gest another version of this law, “To see the 
merchandise is the thing.” If we accept this 
as axiomatic, it is highly possible that at 
times some other element in our window 
may overpower the merchandise in order to 
attract the eye. This is particularly true in 
the case of small merchandise, such as 


By ALBERT BLISS, President 
Bliss Displays, New York City 


gloves, shoes, jewelry, cosmetics, and small 
home furnishings. The size of these objects 
is too small to make it possible for them to 
attract the eye by themselves. Therefore, 
it is undoubtedly necessary that you intro- 
duce a so-called overpowering element into 
the window. This brings up the question, 
“What are these overpowering elements?” 
First of all, they are of a temporary nature. 
They are everything that goes into your 
window in front of the permanent back- 
ground, with the exception of the merchan- 
dise. For want of a better word, I should 
like to term them “conceits.” Conceit is the 
element which reflects more abruptly than 
any other the constant variable change in 
public taste. 

It is the element in the window display 
through which we hope to attract attention 
and it is the introduction of this element into 
modern window display that is disturbing 
merchants throughout the country and leads 
some in particular to start aghast at the 
changes that have come into existence in 
window display work in the last five or six 
years. 

A conceit may be a strange new material 
such as cork, metal, glass, rope, wood, wall- 
paper, bamboo, or shingles. It may be a 
feather or a plume. It may be a college 
seal, a palm leaf, a sea-shell, a drum. It 
may be a copy cut out of wood, beaverboard, 
or made of rope, ribbon, or twisted paper. 
It may be copy written in script on a wall 
or en a floor-board. It may be made of 
birch logs or felt. It may be a fixture, an 
elevation, a square platform, a round plat- 
form, an angular platform. They may be 
painted beaverboard heads, wall board fig- 
ures, hands made of plaster, or animals of 
balsa wood. They may be made of chrom- 
ium, mirrorware, glass, or cork. In fact, a 
conceit in your window may be anything or 
any part of anything that is not merchandise 
or a permanent part of your window. 

Now, where do conceits come from? 
From life itself. From books, poetry, the 
theatre, our experiences in out-of-the-way 
places, our observations in dull, work-a-day 
places. They come from the air, the earth, 
and the sea. They come frem the minds of 
those who develop their powers of observa- 
tion. 

So much for conceits and their sources. 


Now, how to select them. First, they must 
be understandable to the buying public. 
Secondly, they must not only apply to the 
merchandise, but they must also favor it. 
Thirdly, they must through the association of 
ideas create the desire to buy. 

To say that the conceit in a window must 
appeal specifically to the merchandise in 
that window can not be overemphasized. It 
is the specific application of the conceit to 
the merchandise that results in a display 
with meaning, or, in other words, a display 
that sells. How often have you said of a 
display: “Very pretty—even beautiful—but 
what does it mean?” And, in this connec- 
tion, may I say that when you adapt—I 
won't say “copy”’—displays that have been 
used successfully in other places, be sure 
that what you have adapted applies defi- 
nitely to your merchandise, your store’s 
policy, and the size of your window. 

These conceits must be selected with such 
cleverness and appropriateness that the po- 
tential buyer should look at the display and, 
through the association of ideas, develop his 
desire to buy. 

Now let us consider how the conceit is to 
be used in the window. First of all, it must 
be seen. Therefore, it should not be placed 
so far above or below the eye-level of the 
observer that it becomes out of sight in one 
case, or confused by merchandise or fixtures 
in the other. Secondly, it must be in such 
relation to the merchandise that after it has 
attracted the eye to the window it will lead 
the gaze to the merchandise. Thirdly, it 
must have an area of vacancy surrounding 
it which would be comparable to white 
space in a good advertising layout, the pur- 
pose of this device being to supply the pause 
that creates the emphasis, the valley that 
makes the hill, the darkness which glorifies 
the sun. 

Now I shall attempt to discuss the so- 
called permanent background and further 
attempt to answer this question: “Does it 
mean henceforth that probably all back- 
grounds will be more or less temporary in 
character?” If you will agree with me that 
life changes and that with this change the 
interests of the buying public change, then 
you can not deny the specific need in your 
window display of the constant introduction 

[Continued on page 32] 
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Floor Covering Displays 
For Retail Promotions 


Many leading retailers throughout the 
country, participating in a style exposition, 
featured attractive and colorful displays of 
the new wool pile rugs and carpets in their 
floor covering sections during the three-week 
period, April 13 to May 2. Most of their 
showings were developed in ensemble group- 
ings, the method of display stressed as most 
effective by the Institute of Carpet Manufac- 
turers of America, Inc., sponsors of the ex- 
position. The ideas presented offer most at- 


STERNS BRINGS =~ 


SCOTLAND 








By BESSYE WILLIAMS 
New York City 


tractive suggestions for autumn — peak 
season for wool pile and carpet displays. 
Display cards stressing the significance of 
wool pile floor coverings supplemented the 
showing in the various departments. These 
cards were of three distinct types: three en- 
semble charts of period furnishings treating 
Early American, 18th Century, and Modern 
trends; colerful yellow posters on which were 
mounted actual pages of home furnishings 
articles from any one of seven current mag- 


TO YOU 











azines; a series of eight display cards, in 
both large and small sizes, dramatizing the 
basic merits of wool-pile floor coverings. 

The most active participation was in 
metropolitan New York, where stores, work- 
ing in co-operation with the institute, each 
developed a promotion featuring one of eight 
basic merchandising principles. By charting 
the accomplishments and effectiveness of these 
various merchandising phases, the institute 
is laying the foundation for a larger de- 
velopment of broader merchandising scope 
in the fall. 

A “Spring Preview” of the new wool-pile 
rugs and carpets by R. H. Macy & Co., as 
announced in a  1500-line advertisement, 
opened the exposition. Floor coverings en- 
sembled with harmonizing furniture, drap- 
eries, and accessories in the popular Early 
American, 18th Century, and Modern styles 
composed the showing in the department. 
An interesting innovation here was that while 
the units were an accurate interpretation of 
the period featured, a modern touch was in- 
cluded, also. The aim was to show customers 
how the new modern trend can be combined 
effectively with a period grouping. On the 
opening day of the showing three window 
displays of assembled units of rugs in the 
featured periods supplemented this presenta- 
tion on the floor. 

At B. Altman & Co., floor coverings for 
all the rooms of the home were treated as 
a decorative whole, with the showing staged 
under the descriptive term “Floor Coverings 
Wardrobe.” Developed according to a period 
plan, the presentation consisted of three en- 
semble units, approximately 20 feet long, lo- 
cated side by side along a dividing wall. 

Rugs were suggested for use in different 
rooms by ensembling the featured rug with a 


—'Style" was the dominant factor of this 
window display from Stern Brothers, New 
York City, dramatizing the new plaid rug. 
The window was featured during a style 
exposition of wool pile floor coverings— 


—Two adjoining rooms, seen from a bird's- 
eye angle, stressed the "room beyond" in 
this display by B. Altman & Co., New York 
City. Carpet squares were appliqued on the 
background, with miniature furniture cut 
from cardboard arranged in each "room.’ 
Fresh, new carpeting was used for one 
"room," while the other showed threadbar« 
floor covering to give point to the caption 
"Consider the Room Beyond"— 
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—An interior display, also from Altman's, 
used the rug on the floor as a suggestion 
for bedroom, dining room, or living room; 
the rug on the wall offered a harmony 
effect for "the room beyond''— 


—Another adaptation of Altman's promo- 
tion of "the room beyond" is shown in the 
center photograph— 


—Like classic columns, these giant rolls of 

rich-toned broadloom alternate with drapery 

fabrics to make this effective window dis- 

play. It was featured by Frederick Loeser & 
Co., Brookiyn— 


group of furniture and accessories. In each 
display two floor coverings were shown, one 
on the floor, the other for “the room _ be- 
yond,” hung as a background for the entire 
display. 

Thus, in the Early American ensemble, a 
full sized, simulated hooked rug was hung 
on the wall and bordered on both sides with 
harmonizing drapery fabrics and _ pictures. 
Three maple furniture groupings were as- 
sembled on a broadloom rug in front of this 
floor covering: a dressing table and lamp; a 
dining room group; a lounge chair, lamp and 
side table. Overhead in cut-out colored scroll 
letters were the words, “Floor Covering 
Wardrobe.” Similar treatment was used in ad- 
joining ensembles, frieze carpeting and a bro- 
cade type rug being in the 18th Century 
setting and a chevron design and plain washed 
broadloom in the Modern group. 

“Consider the Room Beyond” was _ the 
thought-provoking caption of two most un- 
usual windows featured by Altman’s in con- 
nection with the showing. Two adjacent 
rooms were dramatized as from a bird’s-eye 
view, by appliqueing squares of carpet on 
the backdrop and arranging miniature card- 
board cut-outs of furniture in room fashion. 
Fresh, new carpeting for one room and worn, 
threadbare carpeting for the adjacent room 
gave point to the caption, “Consider the Room 
Beyond.” 

Supplementing this promotion, bulletins 
were distributed to all sales people through- 
out the store explaining the significance of 
the exposition and Altman's participation in 
it. A special educational program with 
speakers to lecture on important style trends 
was attended by the selling staff of the 
various home furnishings departments. 

“Texture is New” proclaimed Lord & Tay- 
lor in attractive white block letters against a 
most effective mass display of wool-pile 
carpeting. Here swatches of every available 
type of the new textures were appliqued in 
an interesting wall and floor assembly. In 
adjacent ensemble displays, the new texture 
Tugs were adapted to home _ furnishings 
groups. 

_ Texture was stressed also at Abraham & 
Straus, Brooklyn, where one side wall was 
entirely devoted to a panoramic display of 
ten or more of the new floor coverings in 
[Continued on page 30] 
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Interpretative Displays 


By L. E. SUMMERTON 


Wm. R. Moore Dry Goods Company, Memphis 


The duties of displaymen are becoming 
more and more complex, just as has been the 
case of business life in general. The mer- 
chant-displayman of ancient times simply 
spread his wares in the market-place; with 
little variation the same practice was fol- 
lowed for centuries. Then came the time 
when more thought was given to the presen- 
tation of merchandise and we saw the “gew- 
gaw” era reached, with its fantastically 
elaborate use of trappery. And at the pres- 
ent time we see the displayman called on to 
install simple, dramatized displays. But 
what is more, he must interpret the mer- 
chandise shown—interpret it in terms of its 
ultimate use—the comfort, pleasure, or util- 
ity it will give the purchaser. 

Just as the painter interprets his surround- 








ings through the medium of pigment and 
canvas, so must the displayman interpret 
style, durability, novelty, and quality through 
the medium of wall board, paint, and the 
other factors at his command. And he must 
combine this interpretative sense with cold 
business ability, so that his displays are in- 
stalled to sell. 

Good interpretation in a display serves 
two important purposes: it makes clear the 
“meaning” of the merchandise—what it is 
for, how it is used, the benefits to be de- 
rived from it; and it sells at a glance, which 
is a most valuable attribute in this age of 
speed. Again going back to art for an 
example, interpretative displays have the 
same relation to those of the other type as 
the quiet simplicity of a landscape by Corot 


has to the hodge-podge jumble of a cubist 
painting. 

In department store display it is of course 
necessary to work with a countless variety 
of merchandise. But regardless of its nature, 
every article has its center of interest 
around which an interpretative display can 
be arranged. As an example of this, five 
varieties of display are shown with this 
article. 

The first photograph shows a display of 
Firth rugs which, by the way, won second 
prize of $50 in their recent contest. The rug 
shown is of the Oriental type. The message 
to be got over to the passerby was naturally 
that of beauty, and the glamour and romance 
of the East. So the display was arranged 
as a Moorish castle, which typified the 
Orient at a glance. The castle was made 
entirely of wall board, covered with textone 
painted a mottled ivory with the tones in 
tans and yellows subdued. This gave the 
appearance of old stone. The illuminated 
turrets were made of different sizes of card- 
board tubes, lighted indirectly. Cellophane 
windows, like old glass, were set in these 
tubes. The roofs on the turrets were made 
of pieces of cardboard over-lapped and 
painted in various tones of red, which added 
a very colorful touch. The iron chair and 
candle holder were reproductions of old 
Moorish iron-work. The display was com- 
pletely harmonious in color and accessories. 
A window card giving the history of the 
rug completed the presentation. 

On the other hand, sometimes a touch of 
novelty will create the result desired. The 
straw hat display was very simple. Card- 
board tubes provided the heads, while heaps 
of straw carried out the “material” theme. 
The background was of cloth stretched as 
shown, with a huge sun slightly off-center. 
Cut-out letters said: “Come on out fellows. 
Straw hat time.” The background was of 
alternate yellow and white rays (although 
the distinction in colors does not show 
plainly in the photograph). The sun was 


—For this display of Moor rugs a back- 
ground representing a Moorish castle was 
made of wall board. Cellophane was used 
for the windows, lighted indirectly. The tur- 
rets were made of various sizes of cardboard 
tubes. The castle was painted in mottled 
ivory, with the tones of tans and yellows 


subdued— 


—This simple straw hat display used card- 
board tubes for the heads, which protruded 
from four shocks of straw. Cloth formed the 
background, arranged in alternate rays of 
yellow and white. The sun was cut from 


wall board— 
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—The center panel in the carborundum 
window was copied from display material 
furnished by the manufacturer. It bore an 
sharpener with emery blade, 
turned handle, etc.— 


enlarged 


—The baseball window, winner of first prize 

in the 1936 National Baseball Week contest, 

used cut-out figures of a large baseball, 
umpire, and players— 


—Real cotton stalks were used for the “pick- 

ing cotton" display of thread. Leading from 

each stalk was a thread to the hand of a 

mannequin dressed in a _ printed cotton 
frock— 


—Cotton bolls formed the motif for the 

millinery display entitled "Cotton Tops.” 

The heads appeared to be growing from 
actual cotton stalks— 


cut from wall board. The window was a very 
colorful one, and was a seller. 

In the hardware window I chose the theme 
of the pleasure to be found in gardening, 
stressing the point that “sharp tools add to 
the fun,” since the display was primarily 
for sharpening stones. The center panel was 
made exactly like a small card furnished 
by the carborundum people, except that it 
was 3 feet by 6 feet. The sharpener was an 
enlarged reproduction of the original, with 
turned handle, emery blade, etc. An ar- 
rangement of various implements requiring 
occasional sharpening completed the window. 
This display, as well as the one for sporting 
goods, I installed for Sauer’s Department 
store. 

The baseball window was also a prize win- 
ner, taking first prize in the 1936 National 
Baseball Week contest. It is self-explana- 
tory. The large baseball, the figure of the 
umpire, and the smaller figures were all 
cut-outs. 

“When picking cotton” (thread) was the 
theme of another display illustrated here. 
Real cotton stalks were used, with some of 
the bolls removed and balls of thread re- 
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placing them. Leading from each stalk was 
a thread to the hand of a mannequin 
dressed in a printed cotton frock. 

In the millinery display, cotton bolls were 
placed around the bases of the _ heads. 
Smaller bolls were attached to the stands, 











giving each of them the appearance of being 
a complete cotton stalk with heads growing 
from them. In front of the cut-out circle 
was placed a vase of real cotton stalks with 
open bolls. The background bore the words, 
“Cotton Tops,” in cut-out letters. 
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Give Drama To Display 


Display managers are more keenly alive 
than ever to the value of photographic 
backgrounds in window and interior dis- 
plays. The tremendous vogue of photog- 
raphy in national magazine advertising un- 
doubtedly has done much to encourage this 
trend. The influence of the movies, which 
has produced our present “picture-minded” 
generation, also deserves its share of the 
credit. 

Perhaps the’ most influential factor of all 
in stimulating the use of photography in 
store display has been the success which it 
has encountered wherever properly employed. 
Leading stores in key cities—those “bell- 
wethers” of merchandising who seem to pio- 
neer sO many sound promotional ideas— 
have taken up photo displays with enthusi- 
asm. And it is not overstating the case to 
say that they have “gone to town.” 

There is something about the sight of a 
photographic blow-up, seen through a store 
window, that just naturally stops people. 
Even a mediocre photo, expanded to 40-by- 
60-inch proportions, will capture attention. 
When the illustration has been purposely 
made for blow-up display work, it reaches 
a maximum of effectiveness difficult to sur- 
pass with even the most elaborate and costly 
window trim. 


—This dramatic illustration portrays the 

two types of bathing suits now in vogue— 

the "dressmaker" and the practical style. 

Effective contrast is afforded between the 

two modes, emphasizing to the window- 

shopper the need of owning beth kinds 
to be truly smart— 


By NOBLE BRETZMAN, President 


Photo-Modes, Inc., Indianapolis 


Few of the hundreds of thousands who 
visited the Ford building at Chicago’s Cen- 
tury of Progress in 1934 can forget the huge 
photographic blow-ups which decorated the 
walls. Yet these enlargements of factory 
scenes were probably one of the least ex- 
pensive of the exhibit features. 

A giant-size photograph is particularly 
productive when it is used to give atmos- 
phere and stage setting for a seasonal store- 
wide promotional event. 

Blow-ups have been used in this way by a 
number of stores, serving as the “back drop” 
of the window with appropriate merchandise 
arranged in the foreground. Beach scenes, 
tennis, golf, boating, hunting, mountain 
climbing, fishing—these suggest themselves 
immediately to the displayman as suitable 
scenery for summer apparel and accessories. 

Here and there, alert merchandisers are 
employing similar photographs in full-sheet 
(22 by 28) or half-sheet size, for wall dec- 
orations, counter cards, bulletin board eye- 
catchers, and in elevators. Now and again 
an illustration of this kind will be adapted 
for newspaper reproduction, especially in the 
opening institutional announcement of a 
coming event. 

I am not aware, however, that any store 
has followed this trend to its logical con- 


—Here is motion—action—inspiration for 

the casual window-shopper when this scene 

is reproduced as a life-sized backdrop for 

a window full of sporting togs. It high- 

spots the culotte and affords a perfect 

tie-in for a white promotion during the 
early summer season— 


clusion by selecting one outstanding photo- 
graph and using it in all of these various 
ways throughout the store. Yet it is easy t 
visualize how impressive and unforgetabl:« 
such a plan would be! 

Mrs. Harris, a typical consumer, picks uj 
her morning paper, glances idly at the new 
columns, and leafs through the pages unti 
her eye is caught by an unusual photo- 
graph. Let us say it is a bathing scene, 
with all the fascinating allure of sun 
drenched waters welcoming the hot, tired 
city dweller to its cool luxury. Limned 
against the friendly sand is a smart, shapely, 
charming figure in one of the new styles of 
swimming attire. Mrs. Harris admires, sighs 
enviously, scans the items listed. 

A little later we find her window-shopping. 
She pauses before a window and there, mir- 
aculously enlarged to almost life size, is the 
selfsame illustration that caught her roam- 
ing glance in the newspaper. She just can’t 
help stopping, now, to scrutinize the actual 
merchandise spread out so enticingly. 

Shortly thereafter, Mrs. Harris has en- 
tered the store—possibly still with no inten- 
tion of patronizing the beachwear depart- 
ment. She looks up, and there, fastened to 
a pillar, is a smaller blow-up of the same 
scene. When she enters the elevator, she 


—This trousseau photograph attains sim- 
plicity through its very mass of detail. 
Purposely, the soon-to-be bride was sub- 
ordinated to the multitude of articles 
which she will require for her new home 
io be properly equipped. It creates in 
the mind of the prospective bride a de- 
sire for more purchases— 
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finds in it an 8-by-10 or 11-by-14-inch print. 
Drifting past various counters, she sees the 
same inviting scene in the form of counter 
cards. 

And, by a curious coincidence, Mrs. Harris 
winds up at the section where the newest 
and most colorful bathing suits, capes, and 
accessories are on sale—even though she 
had firmly resolved to make last year’s suit 
do for the current season! 

hat, without any great stretch of the 
niagination, is a not distant possibility in 
rciail merchandising. New? It’s one of the 
heariest devices in advertising. But it has 
xeon given a fresh twist through the inter- 
clation of the modern blow-up and _ the 
reful coherence of all units of merchandis- 
ug strategy. 

What constitutes a selling photograph? 
ow can the displayman, who may know 
iitle or nothing about the art of making 
hotographs or blow-ups, recognize good 
material when he sees it? 

Simplicity is probably the most important 
of all requirements—and the most difficult to 
achieve. By that I do not mean dullness, 
mere ordinary objects pictured in an ordi- 
nary way, but the simplicity that is real art. 
it consists in eliminating confusing or dis- 
tracting details, in producing a composition 
that compels the eye to focus on one particu- 
lar center of interest, in telling a vivid, be- 
lievable story with the very minimum of 
stage properties and trimmings. 

A good basis to follow is to limit the 
number of figures to two, preferably only 
one—and of course this rule can be broken! 
The fewer the figures, generally speaking, 
the easier it is to develop the dominant point 
of interest. One small hill stands out in a 
prairie landscape; a huge peak may pass 
unnoticed in the Rockies. 

Next, a good photograph always suggests 
motion. It brings to the seer’s mind the 
feeling that things are happening, right now 
—that something interesting has been going 
on, and that an even more intriguing event 
is about to take place. 

Good lighting, of course, is vital to a suc- 
cessful photograph. For a photo which is to 
appear in newspaper advertising, the lighting 
must be such that the details of the illustra- 
tion can be truthfully .reproduced, without 
retouching which robs the photo of some of 
its sincerity. 

The lighting must be dramatic—and that 
involves a high degree of artistic skill. It 
is not merely a matter of pouring a huge 
blaze of light on one part of the picture 
and leaving the rest in total darkness. The 
light must be woven and blended into the 
composition so that it gives reality to the 
situation as well. 

Natural lighting effects are best. For 
example, in an interior scene one expects the 
light to come from a lamp, a window, a 
doorway, a fireplace—some known, visible 
source of light. It destroys the credibility 
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—The glamorous bride visualizes the aspira- 
tions of every girl for her wedding day. 
Enlarged photographically, this picture 
makes an ideal background for a bride pro- 
motion window display. The merchandise 
angle has been subdued so that no spe- 
cific style items are stressed; hence it is 
suitable and appropriate for any store— 
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of the photograph if this natural light source 
is overpowered by a stronger light which is 
obviously “stagey” and artificial. 

In photographic blow-ups it is well to 
avoid too specific a display of any one arti- 
cle of merchandise. Better Business Bureaus 
have been known to act most unreasonably 
about photographs of merchandise exhibited 
when the item was no longer in stock. 
And a good blow-up should do duty for 
anywhere from a week to a month. By 
choosing general rather than specific set- 
tings, costumes, or accessories, the life of 
the blow-up is enhanced. 

Photographs owe their potent sales appeal 
to the fact that they depict life. Everybody 
believes photos, despite trick photography, 
double exposures and other technical stunts. 
It follows that the more real and sincere a 
photograph is, the more effective it becomes 
as a background for retail promotion. The 
next time you are stuck for a display idea, 
try photographs! 





Luminous Marble For 
Store Use 

A luminous marble, obtainable in a variety 
of color schemes, and particularly adapted 





for use in store fronts, for cove lighting, 
valances, etc., has been announced by the Ver- 
mont Marble Company, 5535 North Lincoln 
avenue, Chicago, Ill. Light-transmitting cal- 
cite crystals of marble are made, through 
a special process, to release to the maximum 
degree the potential beauties of light and color 
hitherto virtually untouched and unrealized. 
The new product, known as “Lumar,” is genu- 
ine marble cut in panels and so treated as to 
obtain the desired effect. Two distinctly dif- 
ferent deccrative treatments are possible, unil- 
luminated and lighted. There are six varieties 
of color and marking. 





Louise Mazzacaro Wins 
Display Contest 

The “Story Parade” display contest, spon- 
sored for students of the New York School 
of Display, has been won by Miss Louise 
Mazzacaro, Newark, N. J. The winning dis- 
play was installed in a window of Brentano’s 
Book Store, Fifth avenue. The _ contest 
judges were Margaret Leaf, children’s editor, 
Brentano’s; Polly Pettit, director, New York 
School of Display; Lockie Parker, managing 
editor, and Howard Simon, art editor, “Story 
Parade.” 








DISPLAY WORLD 


Cincinnati Becomes Focus 





June, 1936 
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Thirty-ninth Annual Convention of |. A. D. M. Expected to Attract More Than 1|,000 
Delegates . . . Splendid Educational and Entertainment 


The thirty-ninth annual convention of the 
International Association of Display Men 
will convene in the Hall of Mirrors, Nether- 
land Plaza hotel, Cincinnati, at 9:30 a. m., 
Monday, June 29. Estimates received from 
all parts of the country place the probable 
attendance at well over 1,000 delegates. The 
scheduled program features, contests, enter- 
tainment, etc., promise to be of an excep- 
tional type, and there is no doubt but that 
the thirty-ninth annual meeting will be a 
real achievement in I. A. D. M. history. 

Two other organizations will hold their 
meetings in conjunction with the I. A. D. M.., 
these being the Southern Displaymen’s Asso- 
ciation and Window Advertising, Inc., and 
Associates. The Southern group will also 
have its own photographic contest. 

Manufacturers and dealers in display ma- 
terial and equipment have shown unusual 
interest in the convention, every bit of ex- 
hibit space being sold for several weeks in 
advance of the opening date. More than fifty 
exhibitors will display their products in the 
spacious rooms and parlors adjoining the 
convention hall. 

The hotel reports that 137 room reserva- 
tions had been received by the first of June, 
with the convention still nearly four weeks 
distant. 

An attractive program has been arranged 
for the ladies who will attend. Mrs. H. R. 
Schoenlaub, director of ladies’ activities, and 
her capable committee have planned an in- 
structive as well as entertaining series of 
meetings for feminine guests. 


Program Arranged ... 


For those who arrive on Sunday, June 28, 
a “get-together” party will be held at Music 
Hall. In the form of an “Over the Rhine” 
night, free beer, sandwiches and entertain- 
ment will be provided in abundance. The 
party should serve most effectively to per- 
mit delegates to renew old _ friendships, 
make new acquaintances, and exchange dis- 
play ideas and comment. 

An interesting program will get under way 
the following day, with talks by Donald 
Robinson, Lyle Brookover, and D. C. Keller, 
and with window display demonstrations by 
C.-L. Roeseh,R:. 'C. Bowers, and H.-R: 
Schoenlaub. On Monday night the dele- 
gates will be entertained by a baseball game 
between the Cincinnati Reds and the Chicago 
Cubs. 

Tuesday morning will bring one of the 
highlights of the convention, when Dr. Miller 
McClintock, auditor, Traffic Audit Bureau, 
Inc., will discuss the circulation value of 
display. An informal discussion of various 
problems of display will be conducted by 
Sidney Goldberg, chairman of the program 
committee. Window demonstrations will 
follow by T. Willard Jones, Edwin F. Peters, 
Richard A. Staines, and Le Roy Gerhardt. 
Three addresses, by C. W. Browne, Fred 
Millis, and O. P. Cleaver, and a lighting 
demonstration involving nearly $25,000 worth 
of equipment will comprise the afternoon 


program. 

On Wednesday the speakers will be Kay 
Kamen, C. L. Arnold, and Tony Sarg, with 
display demonstrations by B. J. Alexander, 


Max Berck, and Moie Hamburger. Tie 
regular convention business session is set 
for Wednesday afternoon. 

Wednesday night will see the delegates 
assemble at beautiful Castle Farm, near 
Cincinnati, for a banquet, dance, and a flo» 
show composed of professional entertainers. 

Thursday morning will be devoted to a 
final inspection of exhibits, followed by an 
inspection trip through the large Procter & 
Gamble plant at Ivorydale. 

Both the national office and the Cincin- 
nati club members have worked hard aud 
at length to make the 1936 convention the 
most successful ever held. J. W. Teter, con- 
vention director, lined up his committee 
chairmen and their staffs months before the 
scheduled dates and mapped out every step 
to be taken by each person. As a result, 
all preparations proceeded on a_ steady 
course which will be reflected in the cul- 
mination of their plans. The committee 
chairmen have handled their work very com- 
petently, as did those who worked with them. 
Those in charge of the various divisions are: 
William Arinow, assistant convention direc- 
tor, and publicity; Sidney Goldberg, pro- 
gram; William Marting, entertainment; A. 
G. Anderson, finance; H. R. Schoenlaub, 
exhibit; Howard Williams, decoration; Irvin 
Riga, contest; Al Bankemper, registration, 
and Harry Towers, demonstration. 

The final, approved program for the thirty- 
ninth convéntion is given in detail as 
follows: 

Sunday, June 28—Registration, fourth floor 


Len} 

















—The beautiful Hall of Mirrors of 
the Netherland Plaza hotel, where 
the 1936 I. A. D. M. convention ses- 
sions will be held. Convention ex- 
hibits will be located in commodious 
rooms immediately off each balcony— 


—At the top of the opposite page is 
seen a candid photograph of Syl C. 
Reiser, executive secretary, |. A. D. 
M.; J. W. Teter, convention director, 
and Glee R. Stocker, president of the 
national association, checking over 
final convention arrangements— 
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lobby, Netherland Plaza hotel. Evening: 
8:00, “Over the Rhine” party, Music Hall. 
Monday, June 29— Morning: 9:30-9:45, 
opening address, Joseph Lombard, president, 
Greater Cincinnati Display Club; 9 :45-10:00, 
invocation, Rev. Harry Hill; 10:00-10:15, 
“Cincinnati Greets You,’ Mayor Russell 
Wilson; 10 :15-10 :30, address, Glee R. Stocker, 
president, I. A. D. M.; 10:30-10:45, address, 
Donald Robinson, “Retailing,” Executive 
Edition; 10 :45-11 :00, address, Lyle A. Brook- 
over, Public Relations Adviser, Coordinator 
for Industrial Cooperation; 11 :00-11 :30, ad- 
dress, D. C. Keller, chairman of the board, 




















[he The Dow Drug Company; 11 :30-11 :45, Win- 
set dow Demonstrations, C. L. Roesch, R. C. 

Bowers, H. R. Schoenlaub. Afternoon: 
112s 12:00-1:00, luncheon; address, Retail Mer- 
ear chants Association Representative; 1:30, 
oor busses leave for inspection trip to Radio 
ers. Station WLW. Evening: 7:30, busses leave 
>a Netherland Plaza hotel for Crosley field; 
an 8:00, Cincinnati Reds vs. Chicago Cubs, 
r & Crosley field. 

Tuesday, June 30—Morning: 10:00-10:45, 

“in- address, Dr. Miller McClintock, auditor, 
aud Traffic Audit Bureau, Inc.; 10:45-11:15, ad- 
the dress; 11:15-11:45, round-table discussion of 
on- display, led by Sidney Goldberg; 11 :45-12 :00, 
ttee Window Demonstrations, T. Willard Jones, 
the Edwin F. Peters, Richard A. Staines, Le Roy 
tep Gerhardt. Afternoon: 12:00-1:30, luncheon 
ult, with Cincinnati Advertising Club; address, 
ady C. W. Browne, U. S. Printing and Litho- 
ul- graph Company; 1:30-2:00, address, Fred 
ttee Millis ; 2:00-3:00, address and Lighting Dem- 
m- onstration, O. P. Cleaver, Westinghouse 
em. Lamp Company; 3:00-5:00, inspection of 
re: exhibits. Evening: 8:00, Steamer Island 
"eC- Queen leaves foot of Broadway wharf for 
rO- Coney Island. 
A. Wednesday, July 1—Morning: 10 :30-11 :00, 
Lub, address, Kay Kamen, exclusive representa- 
‘vin tive, Walt Disney Enterprises; 11 :00-11 :30, 
ion, f§ Window Demonstrations, B. J. Alexander, 

Max Berck, Moie Hamburger; 11 :30-12:00, 
‘ty- address, C. L. Arnold, Kroger Grocery & - ~~ 
as Baking Company. Afternoon: 12:00-1 :00, A ae ac nia ome 

business luncheon; 1:00-2:00, address, Tony 
oor §@ [Continued on page 35] 





; of 

vere —The illustration in the center 
ses- shows an artist's sketch of a portion 
ex- of one of the exhibit rooms, which 
ious will be decorated by Beck Studios, 
y=: Cincinnati— 

e is 

c. —Convention delegates arriving by 
D. train will receive their first impres- 
ral sion of Cincinnati from the magnifi- 
the cent $40,000,000 terminal, said to be 
= the most beautiful of its kind in the 


world— 
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A Before and After’? Example 
of Modernization 


Hahn’s, Washington, D. C., recently under- 
went a rejuvenation which amounted to some- 
thing more than a refurbishing. The com- 
plete modernization program which was 
carried out almost literally made a new store 
of the establishment. Where it formerly pre- 
sented an appearance which could hardly be 
called attractive, now it has thrown off its 
drabness and has become one of the most 
beautiful buildings in the city. Its merchan- 
dise is shown in an atmosphere which has 
resulted in greatly increased sales. The suc- 
cess of this program apparently proves that 
“business follows modernization.” 

Many faults had to he corrected in regard 
to the store’s appearance. In spite cf the fact 
that shoes were the featured merchandise, the 
old windows were only raised above the side- 
walk level by a very few inches. This was, of 
course, far too low for a proper presentation 
of such merchandise. Also, the windows were 
not lighted during the day and consequently 
the plate glass served passing ladies more 
as a mirror than as an aid to the display of 
footwear. Displays were not particularly in- 
teresting in appearance and failed to attract at- 
tention. The entire front cf the bu:lding, as 
a whole, was drab and dull. 

Under the handicaps of the old system, the 
store had valuable sidewalk traffic constantly 
passing of which little, if any, use was made. 
The advertising med'um of window display— 
already paid for—was not being used. This is 
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By BETTY CUTTER 
Curtis Lighting, Inc., Chicago 


pretty clearly established by a glance at the 
photograph shown on page thirteen. 

But then it was decided that the store should 
be modernized. Examine the store front 
shown on page twelve and estimate in your 
own mind just how much more likelihood 
there is of customers patronizing the smart, 
up-to-date shop as it now is, as contrasted to 
conditions before the renovation took place! 
The new store has an appearance designed to 
create prestige and to do a thorough job of 


selling. The windows were brightly lighted 
with X-ray reflectors spaced on 16-inch 
centers. The bays were staggered to invite 


pedestrians—to make it easy for them to go 
from bay-to-bay-to-entrance. For the actual 
displays, backgrounds are kept plain and the 
trims are effectively handled, with little or 
no “fussiness.” 

Physically, this window modernization in- 
volves the following figures: polished black 
glass with bronze sash trim; the width of the 
store front is 24 feet, with a 2-foot bulkhead; 
the plate glass of the windows (the width 


—Two views of the new Hahn front are 
shown below. Compare these views with 
the store front before modernization, as 
shown on the next page. Isn't it logical 
that business gravitates to the attractive, 


inviting store?— 


© 
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varies) measures 5 feet 6 inches high. The 
show window reflectors are recessed flush 
with the plastered ceiling and are controlled 
from a time clock placed at the switch-box 
in the store. This permits the window displays 
to do their nightly selling job and then au- 
tomatically “go to bed” after the theatre 
crowd has passed. 

The impression of the entire store front as 
modernized is in the spirit of a women’s ap- 
parel shop, with refined lines and a specific 
appeal in design. The lighting is purposely 
handled in a way to advertise the store, to 
emphasize that not only does the main floor 
sell shoes, but also the second and third. The 
large center window is illuminated by a 
linear lighting channel mounted as a frame 
on the sides of the window. Sashing of the 
window is steel. The opening measures 16 
feet high by 8 feet wide. The draperies are 
of lemon yellow, extending the entire length 
of the window. 

The name, “Hahn’s”, is surely more attrac- 
tive in trim silhouette. Indirect, concealed 
linear lighting from a channel is back and 
below these cut-out letters. Compare this 
name sign with the old-fashioned bare lamp 
script in the photo shown on page thirteen. 

The thin letters above the large, second- 
story window are of steel with a_ water- 
proof lacquering. These are illuminated from 
the X-ray reflectors concealed: above the 
window; or rather from the linear lighting 
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—A night view of the renovated Hahn's. 
The lighting is purposely designed to adver- 
tise the store, and to emphasize the fact 
that not only does the main floor sell shoes, 
but that the same applies to the second and 
third floors. A time-clock in the switchbox 
of the store automatically turns off the 
lights after the windows have done their 
selling job with the theatre crowd— 


—The old front of Hahn's is shown below. 
The merchandise was displayed on a level 
far too low for effective presentation, the 
windows served chiefly as reflectors for 
passing traffic, and the shopper had little 
inducement to enter— 


channel concealed by the silver and_ black 
stripping. Carrara glass is used on the lower 
store front as facing. 

With the growing trend toward modern- 
ization in stores in all parts of the country, 
ample proof has been obtained that business 
climbs where such programs are undertaken 
and completed under expert direction. Hahn’s 
would seem to be an outstanding example of 
what can be accomplished through the agency 
of modern materials, lighting, and architec- 
tural] treatment. 





"Rotary Front" 
Invented 

What will no doubt be considered by chain 
store authorities as an outstanding contribu- 
tion to modern scientific merchandising is the 
revolving store window invented by W. H. 
Mullins, South Boston, Va., a model of which 
has been recently installed in his new 5c-$1.00 
store located in that town. Each unit of this 
“rotary front” is subdivided into three separ- 
ate compartments, making three distinct 
windows out of one ordinary window. 

Some of the high-lights of this “rotary 
front,” according to its inventor, are: (a) The 
mechanism is of simple design and construc- 
tion; (b) it can be designed for any type or 
size of store and in any number of units, 
according to the architectural plans of the 
user; (c) it enables a 100 per cent showing 
to the passing public while making a window 
change or when removing any item on display 
from any one of the three sections of each unit ; 
(d) the entire display can be retrimmed with- 
out any one seeing the operation and still 
keep a 100 per cent showing in both the 
street and vestibule windows; (e) it requires 
only one-third of the merchandise and one- 
third of the time to trim each one of these 
windows; (f) this rotary principle, which has 
been patented by the inventor, can be used for 
interior as well as exterior displays, making 
it available for show cases inside of stores. 


Boston Club 
Meets 

The regular monthly meeting of the Bos- 
ton Display Men’s club was held May 18 at 
the Hotel Brunswick, with thirty-five mem- 
bers present. After a dinner, the meeting was 
called to order by Walter J. Kelley, president. 
In the absence of Ray Parks, Manchester, 
N. H., who was to have been the speaker of 
the evening, Kelley called on different mem- 
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bers, after which a general discussion took 
place. 

The May 18 meeting was the last to be 
held until September. Plans were made for 
the annual outing to be held in July. 

The annual dinner dance of the Boston 
club was held at the same hotel on May 14. 
One hundred and fifty attended and it was 
considered one of the most enjoyable events 
ever held by the club. 

Silvestri Plans Elaborate 
Convention Display 

Among the exhibitors who are making big 
plans for the I.A.D.M. convention is Ned 
Silvestri and all his organization from Chi- 
cago. This goes hand in hand with the recent 
expansion of the Silvestri organization. Their 
exhibit will show a complete line of plastic 
window displays, promotion interior 
decorations, advertising novelties, and many 
new smart creations. In addition to Ned Sil- 
vestri, the following members of his organ- 
ization will be present: Max Mayer, Morrie 
Podolsky, Gus Morris, and Fred Furst. 





sales 





Robert Heller Engaged for Extensive 
Remodeling Job in Philadelphia 

Stern and Company have engaged _ the 
services of Robert Heller, industrial designer 
and store stylist, to redesign and remodel] their 
seven-story-and-basement store in Philadel- 
phia. The modernization is to start imme- 
diately. Heller is working on plans for the re- 
designing of the main floor which includes 
apparel, jewelry, and a large furniture dis- 
play; the remodeling of the fourth, fifth, and 
sixth furniture floors and the planning of a 
modern apartment. 
George Wagner Wins 
Havana Cruise 

To George H. Wagner, popular display 
manager of George B. Peck Company, Kan- 
sas City, Mo., goes the honor of winning 
first prize in the Edison Electric Institute 
nation-wide display contest for the best de- 
partment store electrical appliance window. 
The award consists of a cruise to Havana, 
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with all expenses paid. Wagner expects to 
sail from New York about July 4, after at- 
tending the I.A.D.M. convention in Cincinnati. 
Mrs. Wagner will accompany him. 

In the utility company class, J. Arthur 
Apsey, Buffalo General Electric Company, 
Buffalo, N. Y., was declared winner, and in 
the dealer class the award went to F. P. 
Vandergriff, Selma, Calif. Twelve leading 
electrical manufacturers assisted the insti- 
tute in sponsoring the contest. 

Atlas Display Service 
Consolidates 

The Atlas Window Display Service, Brook- 
lyn, N. Y., has consolidated with the Eastern 
Window Display Service, New York City. 
Their headquarters are at 5516 New Utrecht 
avenue, Brooklyn. Nathan Rosen is in charge 
of production, and their installation depart- 
ment for national advertisers. 
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Low=Cost *Sellins’’ Displays 
For Small-lIown stores 


The 


Consider the merchant in a small town— 
say of 5,000 population. Does his problems 
differ particularly from those of his brother 
merchant in a large city? In many ways 
they have the same questions to answer and 
the same dilemmas to solve. Each has his 
problem of competition. Each wants his ad- 
vertising to do a real job. But the small 
town merchant—knowing the value of display 
—is usually unable to use it to its full ad- 
vantage due to the cost of hiring a profes- 
sional displayman, or the lack of time to at- 


By A. MORRIS 


tempt installations himself, or because a rela- 
tively small gross business prevents him from 
spending much money on display fixtures, ma- 
terial, and equipment. As a result, it is an 
exceptional case when one finds good display 
in the smaller communities. 

But the small town merchant who is con- 
tent with slapping a dozen hats or frocks 
into a window, or heaping it high with gro- 
ceries or hardware is only fooling himself, 
because good display can be made to pay 
profits in the small town store just as it 
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"Mark Creek" Store, Kimberley, B. C. 


does elsewhere. And the time necessary for 
selling displays is well spent. 

I know this to be true from examples in 
many towns, but I know it still more from 
personal experience and observation. For in- 
stance, our store is located in a town of 5,000. 
The accompanying photographs show how dis- 
play is handled in this establishment. I am 
not attempting to show what I have done in 
display work. Rather, I am trying to show 
what anyone with originality and an interest 
in display can do. All these window displays 
were made and installed at very little cost, 
with a decided lack of fancy fixtures. Yet 
they were selling displays, as the rest of 
this article describes. I hope they will give 
other small town merchants an idea of what 
can be done in the way of economical, mer- 
chandising displays. 

Think, first, do your window displays do 
justice to the quality of merchandise you sell? 
Then consider how much sales advantage may 
be yours over your competitors if you can use 
inexpensive but effective displays! 

Take your hammer, saw, nails, some wall 
board, and some light wood for framework. 
With the idea that you wish to copy or work 
from in front of you, get busy. In very 
little time you will have fixtures and a back- 
ground that will set off your window and sell 
your merchandise. Be different in your dis- 
plays. Create your own ideas. 

On the market today are dozens of inex- 
pensive materials to assemble for window dis- 
plays. Buy these “raw” materials and make 
them up yourself. You need go no further 
than the pages of DISPLAY WORLD to 
find the firms that manufacture them. 

More people are going to be passing your 
windows very day. The quality of your dis- 
plays in them speaks for the quality of your 
store. But don’t think it can’t be done, be- 
cause it can. You will build up prestige for 
your store and extra volume in your business. 

Discussing the displays shown here: The 
aspirin installation followed a very simple 
idea. Corrugated paper columns were used, 


—Columns of corrugated paper added to 
this display of aspirin. The. panel was of 
felt, with cut-out letters of the same mate- 
rial. Dummy packages were available, so 
no large amount of stock was required. The 
cost of the display was negligible— 


—A wall board cut-out of a cartoon char- 

acter gave a different touch to the display 

for Father's Day. The letters in the fore- 

ground were taken from a child's alphabet 

of blocks. The tie set into the panel took 
away its "'stiff'’ look— 
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—For the Kiddies' Shoes window a wall 

board background was used, with the letters 

and scenic arrangement set out from ™% to 
2 inches for depth— 


—The tea-booth promoting "Melkin's Best" 
was made of wall board, which was later 
used for various displays. Five thousand 
people had tea at the booth shown in two 
days—in a town of 5,000 population— 


—A grocery display is shown below, set 

before a wall board background in buff. 

The uprights were brown. Cut-out letters 

were placed | inch from the background 
for a shadow effect— 


with a panel of felt and felt letters, which 
m:de it more effective than would have been 
the case with an ordinary show card. No 
Jarze amount of stock was necessary as dummy 
packages were available. Needless to say, the 
cost of this installation was negligible. 

The second display had a strong selling 
point for Father’s Day. A touch of humor 
was added through the caricature, cut from 
wall board. The tie set into the panel took 
the “stiff” look from it. A child’s alphabet 
was used for the lettering in the words, 
“Salesman Sam.” Here again is a display 
which was a seller, but cost little. 

The “Kiddies’ Shoes” installation used a 
background of insulating board, with the ob- 
jects set out from the background from one- 
half inch to two inches to give depth. Note 
the small children-fairy story idea carried 
out. This setting was very easy to build, and 
was very “sales-full.” 

For an interior display during a promotion 
of Malkin’s products we constructed the tea- 
booth shown. The wall board that came out 
of this arrangement went into making win- 
dow displays, and thus through continued use 
more than paid for itself. Five thousand 
people had tea at this booth in two days, 
which certainly was not bad for a town with 
that same figure for its population. 

The final display shows a window instal- 
lation of groceries. The simple background 
made use of wall board in buff, with uprights 
in brown. The letters were cut out and 
placed 1 inch from the background for a 
shadow effect. This window was linked up 
with the interior booth described in the par- 
agraph above. 

If your windows—one of your best mediums 
to tell the public about your merchandise and 
your store—are not working for you prop- 
erly, give more time and thought to display. 
You wouldn’t keep a salesman who worked 
with only a small portion of his ability. 
Then why be content when your valuable 
display space is working in the same manner ? 





James Cook Advanced 
To Display Manager 

James Cook, formerly assistant display 
manager, The Fair Store, Fort Worth, Texas, 
has been promoted to manager of the de- 
partment. The position was left vacant by 
the recent death of W. L. Huntsman, who 
had held the post for the past sixteen years. 
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—Floral festoons and feminity make an ap- 


propriate atmosphere of light gaiety in the 

"Old Stock" beer display. Still another 

appeal is created by the side cards portraying 

specialties which go well with beer. The dis- 

play was designed and lithographed by the 

Einson-Freeman Co., Inc., Long Island City, 
New York— 
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magazine advertising— 


—The Hudnut display was lithographed richly in full color, with a silver, 

red, and black background by the Brett Lithographing Company, Long 

Island City, N. Y. The complete merchandising window display stressed 
the harmony of eye-matched make-up— 
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—tThe lithographed likeness of a huge eye 
features the window poster which Mazda 
lamp agents of General Electric's incandes- 
cent lamp department have received as 
part of their spring “de luxe" service. The 
brief message ties in with the company’s 
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BRISCHOGRAPH 
OWNERS 
NOTICE! 


First Surface Mirrors 
Now Available for the First Time. 
Replace yourself. No allowances. 


FTER many requests from our dealers 

and customers for FIRST SURFACE 

MIRRORS to be used in Brischographs, 
ve are ready to offer the 3/10 model first 
urface mirror to be replaced in your Bris- 
hograph for only $5.00 F. O. B. Columbus. 
“or those who have the De Luxe model, 
310.00. For the Junior model $2.50. 


‘irst surface mirrors eliminate the double 
eflection caused through the refraction of 
ight from the glass itself. It allows abso- 
ute and accurate projection. To those who 
are not familiar with first surface mirrors 
ve offer a bit of WARNING. 


First surface mirrors are silvered on the 
front of the glass and protected with a fine 
transparent film and are very delicate and 
should not be wiped or cleaned in any way, 
except to clean dust with a camel’s-hair 
brush. 


The 3/10 model with first surface mirror, 
$30.00. Junior model with ae, $12.50. De 
Luxe model with same, $110.00 


Send for our new complete catalog and 
please mention DISPLAY WORLD when 
writing. 


THE BRISCHOGRAPH CO. 
Executive Offices, 92 E. Lakeview Ave. 


Sales, Service and Display, 3280 North 
High Street, Columbus, Ohio 


ESTABLISHED 1926 


TEN YEARS OF PROGRESS 

















BERLIN’S “IRBECO” 
CHROME MOULDING 


50 Ay ATE 50 


Our No. 606 

Per 100 Ft. 

5 5 a. $4.00 

citeee $5.00 

y No.c i: $6.00 





Other finishes: Copper, Brass and Dull Satin. 
Colors: Baked Flexible Enamel—White, Yel- 
low, Orange, Green, Blue, Black & Brown. 


BERLIN’S “IRBECO”’ 
Theatrical Frames 


Stock sizes with slip-in side for stills, etc. 








wooD 
CHROME METAL FRAMES FRAMES 
|| (Silver or Gold) 





» Style 60546064625 6266354 103410871094 
$$ Width "we 

q 
£5 Exi0 ($ .3518 3518 .35]....|.... [18 15/8 .25] .... 
we tixi4 | 50) .50| 50] .65).... || 25] 35] .... 
© 14x22 | .75| .75| .75,; .90| 1.00]; .35| .50| .60 
eo . 
Eb pee --++ | 1.00] 1.00] 1.20] 1.30]] 50] -75| 90 
- 

mi 2xdt | |... | 1.50] 1.50] 1.75] 1.90|| .75| 1.00) 1.25 

DEALERS SEND CIRCULARS 


FOR DISCOUNTS ON REQUEST 
The first thought for Artists’ and Sign Writers’ Su 













309 W. 44th ST. new YORK CITY. 


“| never dreamed-- 


such a wide variety of displays 
and decorations could be developed 


in PLASTIC COMPOSITIONS — 


and at such reasonable prices" 


--is what you'll say when you see the 


SILVESTRI 


Plastic Displays 


EXHIBIT 


at the I. A. D. M. Convention 
(Space "D" — Netherland Plaza) 


You'll see the widest range of fore possible with "plastics 
PLASTIC COMPOSITIONS | for and lower prices, too. 


window displays and interior dec- Our men—the men you know, in- 
cscettinnienscesadiaiantiaanialar! Uiiacasitaiada cluding Ned Silvestri himself—will 
; ti 9 O: " : ‘ all be there to welcome you. What 
a eee a ccsesitcan you'll see at this exhibit alone will 
manufacturing process permits pay for your convention trip many 
greater durability than ever be- times over—so don't miss it. 


SILVESTRI ART SALES CORP. 


1214-22 W. MADISON ST., CHICAGO, 
3 


Creators of the Unusual in Plastic Displays 


for over a Quarter of a Century 
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THE ACE PAINT COMBINATION 


For Washable Window Displays 
ACE DISPLAY WHITE-—Thin with water only—dries waterproof in 15 min- 


utes, washable overnight—smooth, very white, easy to mix—covers in one coat— 
numerous recoatings without cracking—not a casein paint, has harder, more 
waterproof film. 

ACE TONE WATERPROOF WATER COLORS-—For tinting Display 
White to any desired shade; ideal for lettering as well as backgrounds—Brilliant, 
permanent colors of great tinting strength. 


INVESTIGATE? 


THE ACE COLOR CORPORATION 
445 West 3lst St. New York, N. Y. 
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Beach=Wear Promotion 
Triples Sales 


To triple the winter volume of beach wear 
was the job handed my department. Ob- 
viously, to make this huge increase, a greater 
investment in merchandise was _ necessary. 
Also the department had to be improved and 
made larger. In a space on the second floor 
the department shown in the photograph was 
constructed at a cost of well under $500 for 
labor and material. The space had formerly 
been used as a stock room and was 25x100 
feet in size. 

The walls and ceiling were painted a deep 
sky blue, with white clouds to relieve the 
effect. This outdoor atmosphere caused the 
department to appear much larger than it 
really was. Fitting rooms were designed as 
shown, with red and white awnings. Interiors 
were made to resemble an underwater view 
with colorful fish and sea flowers. The 
“boat” in the center was painted white, with 
a natural mahogany top, and portholes and 
the base in several shades of blue. The 
“boat” greatly increased the sale of small 
beach accessories such as belts, shirts, bags, 
hats, caps, and halters. Spaces above mer- 
chandise cases were used for display. The 
windows were awninged frames painted a 
pastel green. Floors were drab. The elevator 
entrance, which is not shown, was also 
awninged, while the interior of the car was 
done in sky blue with clouds, ships, and 
gulls, 

At the opening, a four-column picture of 
the department appeared in a local paper with 
a news story. Also an advertisement was 
used, stressing nationally known products 
such as Sacony, B.V.D., Ocean, and others. 

One complete window was used for the 
opening. Wood frames were covered with 
9/4 unbleached sheeting painted in the same 
style as the department—a beautiful tropical 
scene, with sky, clouds, and ships in the dis- 
tance. The floors were covered with sanded 
beaverboard, grass mats, and colorful shells 
were scattered about. Palm trees were fash- 
ioned of cardboard tubes from the piece goods 
department, wrapped in brown muslin and 
spiraled with white cotton rope. The leaves 
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—This 25-by-100-foot space was converted 
into a beach wear shop at a total cost of 
under $500 for material and labor. 
its construction, sales on this merchandise 
have more than tripled. Fitting rooms were 
decked out in red and white awnings. The 
"boat" in the center served successfully to 
The 


elevator entrance was awninged, also, and 


Since 


promote the sale of beach accessories. 


the interior of the car was painted in a 
sea-scape effect— 


By C. E. ROCHAMBEAU 


Kominers, West Palm Beach, Fla. 


were green oil-cloth, with natural coca nuts 
painted a bright red. Fish nets, an oar, and 
a life preserver completed the picture and 
formed the perfect setting for the mer- 
chandise. Four groups were used: an Aqua 
group, a Dubonnet, a white, and a_ sun- 
yellow. Each one was complete with acces- 
sories for swimming or cabana wear. During 
the opening two beautiful girls garbed in 
swim wear were busily engaged in the win- 
dow, rearranging merchandise, apparently 
totally unconscious of the crowds that viewed 
the display. 

This entire job—windows and department— 
was done with a cold water washable paint. 
It works well on plaster, wood, metal, and 
cloth. 

All our sales records for this type of mer- 
chandise were broken. We are now seeking 
a name for our beach shop by the contest 
method, which increases the number of vis- 
itors to this department since those wishing 
to enter the contest must come to the beach 
shop for contest blanks. 





L. E. Summerton Wins 
Display Contest 

First prize in this year’s National Baseball 
Week window display contest was captured 
by L. E. Summerton, display manager, Sauer’s 
Department and Hardware Store, 3224 Sum- 
mer avenue, Memphis, Tenn. The contest 
was again sponsored by The Sporting Goods 


Dealer, national publication of the sporting 























goods industry. Sauer’s prize was a check 
for $50. 

Inaugurated nearly two decades ago #s a 
promotional event to signalize the oficial 
opening of the sand-lot baseball playing season, 
the 1936 observance of the occasion aroitsed 
a wider response from sporting goods, kard- 
ware, and department stores than at any time 
during the current decade, clearly indicating 
the improvement in retail business in all parts 
of the United States. 

Second prize in the contest went to Jj. B. 
Bouckhout, Jr., display manager, San Jose 
Hardware Company, San Jose, Cal., and third 
prize award to Bob Humphrey and Bill Burke, 
Morehouse & Wells Company, Decatur, Ill. 

Other prize winners included Glenn K. 
Benard, display manager, Black & Co., De- 
catur, Ill.; Wm. H. Ahlstrom, A. G. Spald- 
ing & Bros., Los Angeles, Calif.; T. Jimmy 
Poitras, Morley Bros., Saginaw, Mich.; Stew- 
art Fillingham, George W. Hubbard Hard- 
ware Company, Flint, Mich.; and George C. 
Davis, Stubbs Hardware Company, Savannah, 
Georgia. 





Young Leaves Day's, 
Spokane 

Sandy Young has resigned his position 
with Day’s, Spokane, Wash., to accept the 
post of display and merchandise manager for 
the Coulee Trading Company, Mason City, 
Washington. 
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OROBUFF 


The Standard by which all decorative materials 





are judged. 
The originator of new ideas and new patterns. 


See the new printed designs and accessories in 
booths 53, 54 and 55 at the International Asso- 
ciation of Display Men Convention exhibit, Cin- 


cinnati, June 29 through July 2. 


Corobuff, Corocaps, Coricicles, Coroclips, Klip- 
mold, Taypeasy, Corocraft Tape and other items 
sold by dealers in decorative materials throughout 


the United States and Canada. 


WINDOW ADVERTISING, Inc. 


ie ae ett AVENUE. N E W YORK, N. eo 
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Hiustrations AnimportantAid 
To Show Card Effectiveness 


Just as novelty and variety in lettering 
and layout add materially to the force of 
show cards in doing their selling task, so 
does the use of illustrations add zest to the 
show card’s appeal. Down through the ages 
has come the Chinese proverb, “One Picture 
Is Worth More Than 10,000 Words,” and 
this thought is as true today as in antiquity. 

To produce illustrated window cards, one 
need not be a master poster artist. Perti- 
nent illustrations can always be clipped 
from the advertisements in the leading pub- 
lications. But I firmly believe that the 
hand-painted illustration is by far superior. 

The illustration serves also in enabling 
the show-card writer to secure more in- 
teresting layouts of the selling message and 


a 





By W. L. WARDRIP 


Greenberg Brothers, Kansas City, Kan. 


for this reason alone is justified. To those 
show-card writers who believe illustrations 
detract from the dignity of the card, I want 
merely to say that their attitude on this 
point must be based upon the unwise selec- 
tion of illustrations, if they have been tried 
and failed to measure up to expectations. 

There is still another point of value and 
that is with the illustrated card there is 
presented a better opportunity to harmonize 
the display card with the display itself, both 
in design treatment and color scheme. 

The cards reproduced here will give you 
an idea of how the illustrated show card 
has been used successfully. Each is distinc- 
tively different in layout and general ap- 
pearance and emphasizes the ease with which 


Ehevesl Nn 
BEAUTY 
a due Coat 


variety in layout is obtained when illustra- 
tions are used. 

Give the illustrated show-card idea a trial. 
You will be surprised at the possibilitics 
and you will be truly amazed at their abili:y 
‘o increase window stoppage. And after all 


the window display is an advertising and ° 


selling medium whose ultimate value will 
depend upon the circulation which it can 
attract. 

The illustrated show card will definitely 
increase window traffic, more people will get 
the merchandise message, and more sales are 
bound to result. 

3ut don’t for a minute let yourself get a 
fallacious notion that illustrations will hide 
poor show-card technique. The lettering 
must be up to a high standard, the general 
tone of the card must be in keeping with the 
merchandise and the policy of the store, the 
illustrations must be well chosen or well 
handled, if the best results are to be ob- 
tained from this type of window card. 

The use of illustrated show cards very em- 
phatically deserves your consideration. 





Sidney Carlysle Speaks 
at Display School 

Sidney W. Carlysle, display manager, Pey- 
ton, Ltd., spoke May 22 at the New York 
School of Display. He discussed the various 
means of achieving an attractive display. In 
speaking of the use of color to give movement 
to a display, he said: “You all know that 
movement aftracts attention. Visualize a 
window display of men’s light brown suits 
for the spring-summer season. Start at one 
corner of the window and fling a_bright- 
colored scarf across a hat or cane. Repeat the 
color—vivid blue, deep red, brilliant orange, 
or whatever it may be—in the tie on the 
next form. With another suit, display—possibly 
across a chair—a spread of tie, handkerchief, 
and socks, again in the same color. Because 
of this repetition the passerby’s eye will move 
from one suit to another, seeing them all. 
There is movement, but the actual moving is 
done by the eye, not by an inanimate object 
in the display.” 





Display Staff Additions Made 
At Ward's, Spokane 

R. S. Healey and R. W. Anderson have 
joined the display staff of Montgomery 
Ward & Co., Spokane, Wash. 


—tThe cards shown here emphasize the ease 

with which variety in layout is obtained 

when illustrations are used. The possibilities 

of this type card as a “stopper are 
amazing— 
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GREETINGS FROM TO THE |. A.D. M. 








FORMS, 
FIXTURES 


MANUFACTURER'S MODEL FORMS 


On This, the 39th i We Send Cordial 
ISPLAY 

Annual Convention | ; MANNEQUINS Greetings and Hope 

of the I. A. D. M., To Be of Service. 


T. C. PALMENBERG, INC. 


500 SEVENTH AVE., NEW YORK 
Tel. PEnnsylvania 6-2600 





T. C. PALMENBERG 4 R. C. QUENSELL 


FN 


CARD WRITING 


and ADVERTISING 
By Our 


HOME STUDY 
METHOD 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicago 











VIVID BLOW-UPS 
FROM 


nel aN 


PHOTOS 


a EXCLUSIVE RIGHTS--- 
ONLY 1 STORE PER CITY! 


An entirely new, ultra-smart photo dis- 
play service for department stores. 
Timely, fashion-right "giant photos" by 
Noble Bretzman make unbeatable win- 
dow backgrounds. 


PHOTO-MODES SERVICE is now avail- 
able to one alert display manager in 
each city—but you must act at oncel 
Get the facts today. 












Our sensational photo-print process 
(not lithography} gives actual photos 
in deep, rich tones—choice of four 
colors—at less than you now pay for 
mediocre displays. 



















PEBBLED CHROME LETTERS Puoto-MonES, Inc. 
For Signs, Showcards, Displays 


REDIKUT LETTERS in ten standard colors. STUDIOS: 1221 N. Pennsylvania, Indianapolis 


Popular sizes and styles. Cheaper than cuttin \ eS 5 
and coloring letters 'y on” . \ ‘ ; See our Exhibit ----]. A. D. M. Convention 
. Netherland-Plaza, Cincinnati, June 29-July 2 


ASK YOUR DEALER. Write for Samples. 


THE REDIKUT LETTER CO. 


524 S. SPRING ST. LOS ANGELES, CALIF. 
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Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 








H. C. MENEFEE, President. 
NATHAN SILVERBLATT, Secretary. 
R. C. KASH, Editor. 


OUR PLATFORM 

i. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 
dising. 








6. Absolute Independence of Our Editorial 
Columns. 
Vol. XXVIII JUNE, 1936 No. 6 





An Education 
In Four Days 

If every displayman who attends the 1936 
convention in Cincinnati, June 29-July 2, 
could assimilate all the information he will 
receive from the various speakers during 
that time, he would add a great store of 
knowledge to his display education. The 
talks will cover a variety of subjects, all 
with a display slant. The speakers have 
been “hand-picked” for their ability to con- 
vey definite, usable information which the 
delegates can take home with them and 
apply to their own work. 

Aside from the program, another source 
of information is offered those attending 
through personal contact with other dis- 
playmen, while ideas galore may be found in 
the entries of the photographic contest. 
Taken all in all, the 1936 convention will 
offer a real bargain in display information. 
You should make your final plans and ar- 
rangements now to be present when the 
opening gavel falls on June 29. 





Coming Opportunities 
For Displaymen 

One peculiar effect of the depression was 
that it tended to greatly decrease the num- 
ber of trained men in all lines of work. 
Staffs were skelétonized; firms got along 
with the bare minimum of employees. There 
were no opportunities for beginners. Jobs 
were rare for even trained men, let alone 
those who wanted to learn and had not ex- 
ceptional ability or qualifications as_ the 
result of previous training. 

When the depression broke, this dearth of 
skilled men began making itself felt almost 
immediately. And it will continue to be 
felt, even more strongly, as business con- 
tinues to lift itself from the depths. Within 
the next few years trained displaymen—men 
who can really merchandise their department 


DISPLAY WORLD 


—will undoubtedly be at a premium. All 
indications point to this desirable end. 

Too, another field is gradually opening 
itself to the skilled displayman—that of 
national display. Advertising agencies are 
beginning to retain display consultants, or 
to include practical displaymen on their 
staffs. National firms are following suit, 
and as figures and facts on the advertising 
value of display are compiled there should 
be an acceleration along this line. The next 
several years should see greatly improved 
conditions. and opportunities for the display- 
man who knows display and its application 
to selling. 





Don't Expect 
Miracles 

Any form of advertising has its limita- 
tions. One of the most important to re- 
member is that it will not sell a person 
something which he or she does not wish 


to buy. Advertising—window display, radio, 
newspaper, magazine—can convey definite 
information about a product and_ thus 


stimulate curiosity and desire on the part 
of a prospect—but only if the product is 
desirable or meets a need of the individual 
receiving the message. Again, advertising 
can remind one of a desire or requirement. 
But it can not sell unwanted merchandise. 

This is not an apology for advertising. It 
has a definite function to perform and a 
valuable place in merchandising. We will 
know more in the next year or two about 
the outstanding value of display and the 
service it renders. But the next time you 
have a window which does not produce as 
you feel it should, check up more thought- 
fully on the merchandise offered. Was it 
actually wanted by the necessary number of 
people? Or was it merchandise which was 
displayed in the rather vague hope that it 
would move? 

Neither window display nor any other ad- 
vertising can work miracles. 





Minneapolis Display Guild 
Continues Civic Activities 

Through the activities of the Minneapolis 
Display Guild the advice from its officers 
has been in demand by the city fathers rela- 
tive to civic exhibitions. Up to the present, 
no group of displaymen in the Minnesota 
city had ever been given the opportunity to 
express their knowledge in this direction, as 
authority on proper display for all purposes. 
This is explained as due to a lack cf infor- 
mation by city officials on displaymen and 
their work. The Guild has found it to their 
advantage to do a bit of “ballyhooing,” with 
the result that “Clean-Up Week” was 
started, during which time prizes were given 
for the best window displays in large and 
small stores throughout the community. 
Judges were selected from all kinds of busi- 
ness, with E. W. Samsel, Guild president, 
acting as chairman. The grand prize was 
awarded to a neighborhood hardware store. 

Beginning June 15 Minneapolis will have 
its Home Week exhibition at the municipal 
auditorium. Through the Junior Chamber 
of Commerce the Guild has been assigned 
the duty of determining the proper arrange- 
ment of displays, and to act on the advisory 
committee. The organization is also on the 
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advisory committee for the exhibit the city 
will place at the Cleveland Centennial. 

A group of Minneapolis and St. Paul dis- 
playmen will attend the I. A. D. M. conven- 
tion in Cincinnati, according to L. E. Hier, 
publicity director of the clubs. 





St. Paul Appoints Committee 
To Attend Retail Meetings 

The St. Paul (Minn.) Displaymen’s Asso- 
ciation has been given the opportunity, by 
the retail division of the St. Paul Chamber 
of Commerce, to attend all retail meetings, 
Appointed as a committee to be present at 
such sessions were C. E. Shoemaker, Maceys; 
H. Kneeland, Maurice L. Rothschild & Co.; 
Harvey Flynn, The Emporium; P. Wirt, The 
Golden Rule, and R. Ullum, Schuneman- 
Mannheimers. The committee will act in an 
advisory capacity relative to displays on all 
major sales promotions held in unison by all 
retail stores. The committee also will pass 
on all posters, business and street decora- 
tions, to be used for major civic and retail 
store events, and will present designs and 
plans for civic promotions. 

The St. Paul organization plans to take 
active part in the educational program dur- 
ing the Northwest Market Week to be held 
in August. R. Ullum has been elected chair- 
man of this committee. 





London Displays Introduces 
Attractive Signs 

The London Art Display Company, 254 
West Fifty-fourth street, New York, N. Y,, 
recently introduced to the display field a 
series of most attractive glass mirror signs 
using cut-out chrome-faced letters, in either 
block type or script. Trade-marks or other 
company designs may be reproduced exactly 
in relief against the mirror background. The 
signs can be furnished in blue or pink mir- 
ror, or black opaque glass. Standard sizes 
range from 2 inch by 12 inch to 4 inch by 
24 inch, although special sizes may be had 
if required. 


Hinde & Dauch Appoints 
Cincinnati Distributor 

The Hinde & Dauch Paper Company, San- 
dusky, Ohio, has appointed the Sherwin- 
Williams Company, 556 Main street, Cincin- 
nati, as distributor for Traton, Flexton, 
Velton, and Flexton, Jr. 








Mayer Reports Great Interest 
In Coming Convention 

Max Mayer, vice-president, Silvestri Art 
Manufacturing Company, Chicago, spent a 
week end in Cincinnati the latter part of 
May, and reported an extraordinary amount 
of interest being shown in the coming I. A. 
D. M. convention by displaymen in the 
South and Midwest. During his recent trip 
through that territory Mayer received 
twenty-one requests from displaymen to 
make room reservations for them at the 
Netherland Plaza for the coming convention. 


Arthur Cowley Wins 
Display Contest 

Arthur Cowley, Addis Company, Syracuse, 
N. Y., has been judged the winner of the 
recent Artcraft hosiery window display cn- 
test. 








SO 


%6 page 
Practice 
advertis 


SI 


@NEV 
for i 


@POr 
j show 

Save 
@NEV 

you 
These 
Darticu 


936 


City 


dis- 
ren- 
ie r, 


iber 
ngs, 
t at 


ry 


The 
ian- 
| an 

ill 
all 
dass 
ra- 
tail 
and 


take 
lur- 
neld 


alr- 


254 


da 
igns 
ther 
ther 
ctly 
The 
nir- 
izes 
1 by 
had 


an- 
vin- 
cin- 
‘ton, 


Art 
it a 
C of 
punt 


the 
trip 
ived 
to 
the 
tion. 


96 PAGES OF 
IDEAS FOR YOU! 


SOON OFF THE PRESS... 


96 pages of ideas... 
Practical use 


containing detailed illustrations of RHC Displays in 
; ... . yours for the asking! This book was developed—not by 
advertisers—but by men who know display—know retail merchandising, and 





SPECIAL FEATURES 


} @NEW COVER INDEX—Find what you’re looking 


for in a jiffy—save time and needless looking. 


@POINT-OF-USE SKETCHES — Sub-illustrations 
show actual ideas for using most items illustrated. 
Saves wear and tear on the imagination. 

@NEW PLASTIC BINDING—Book lies flat when 
you use it. Very convenient for planning work. 


These and many other special features will be of 
particular interest to you! 








oes Shoe 


- WRITE F'OR YOURS 


who stand ready to assist you in any display problems. 
Write for your copy today . .. it will be sent as soon as it's off the press 
. will step right into your office to help solve your display problems! 


REFLECTOR HARDWARE 
CORPORATION 


WESTERN AVENUE at 22nd PLACE..... CHICAGO 


Marbridge Bldg., 1328 Broadway, New York 
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McClintock Promises Research 
Will “Surprise” 

Dr. Miller McClintock, who is conducting 

research program into window display 
circulation, and who addressed the conven- 
tion of the Lithographers National Asso- 
ciation recently, told those present at the 
meeting that “whatever we do is going to 
how a quantity and quality of circulation, 
, visibility value, and a total available cir- 
culation which is certainly going to be far 
beyond the expectations of the average ad- 
ertiser at the present time.” 

Continuing, Dr. McClintock said that the 


-esearch, which is being made for the Ad- 


ertising Research Foundation, New York, 
s not yet far enough along to show definite 
esults, but that “there are a number of 
basic things which we have already con- 
Srmed in our own minds and which we have 
substantiated factually. 

“Window display is a definite traffic and 
‘rade mechanism. It is an advertising me- 
dium which carries the message of trade 
to moving buying power. That moving buy- 
ing power is primarily the flow of buying 
power involved in the immediately adjacent 
or nearby sidewalk traffic.” 

Plans are being made to produce the re- 
sults of the survey in some form of publica- 
tion, concerning which Dr. McClintock 
stated: “In the first part of this publica- 
tion there will be set forth as complete an 
analysis as possible of the whole window 
display mechanism as has been used in the 
past and as now used and as may be used in 
the future; in other words, something that 
may make it possible for the buyer of ad- 
vertising service to get a complete and in- 


telligent picture of what this medium does 


for other people and what its capacity is to 
do things for him. We intend to develop, 
in another section, a simple formula whereby 
through a simple knowledge of a retail trade 
outlet and a very few factors any salesman 
or any national advertiser can report to his 
central office the quality of the circulation 
available in that particular outlet.” 

Dr. McClintock will address the Inter- 
national Association of Display Men dele- 
gates at the convention in Cincinnati. 


—On the opposite page are shown eight 
more of the winners in the National Display 
Advertising Week. The displaymen respon- 
sible are as follows: Upper left, Floyd Wal- 
ter, Moore's, San Francisco, Calif. (second 
prize, Hart Schaffner & Marx contest); 
upper right, Richard A. Staines, Vandever 
Dry Goods Company, Tulsa, Okla. (first 
prize, Marinette contest); upper left center, 
George H. Wagner, George B. Peck Com- 
pany, Kansas City, Mo. (first prize, Mallory 
contest); upper right center, Ray W. Parks, 
Leavitt Stores, Inc., Manchester, N. H. 
(grand prize, Pioneer Suspender Company 
contest); lower left center, D.J. Reish, Craw- 
ford & Zimmerman, Flint, Mich. (third prize, 
Society Brand contest); lower right center, 
M. H. Luber, The Killian Company, Cedar 
Rapids, lowa (second prize, Marinette); 
lower left, Charles B. Humphreys, The Bash- 
ford Burmister Company, Prescott, Ariz. 
(second prize, Mallory); lower right, Fred S. 
Roland, Leopold & Bigley, Altoona, Pa. (sec- 
ond prize, Bostonian contest) — 
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TIME TO TAKE TIME 


TO MAKE AN IMPORANT DATE 





All Restaurants and the Cocktail Terrace are Air-Conditioned 


@ Yes indeed, it’s not a day too soon to 
make your room reservation at the Neth- 
erland Plaza. For of course you’ll want 
to be here—where all the Display Men 
will be headquartered for the I. A. D. M. 
Convention, June 29 to July 2. Here, 
where you’ll live in air-cooled comfort— 
800 rooms, all with shower, tub, circu- 


NETHERLAND 


Cincinnati's Most Luxurious Hotel . . . W. O. Seelbach, Manager 4h 


Directed by National Hotel Management Company, Inc. 
Ralph Hitz, President 


800 ROOMS FROM $3.00 


lating ice water and radio. And in con- 
venience—with a handy drive-in garage 
right under our roof, with three famous 
restaurants and the merry Cocktail Ter- 
race just an elevator’s trip from your 
room. You'll appreciate, too, the perfect 
service as well as the modest prices. 


PLAZA 














We KNOW 
Our Display 
Materials 


and can serve you promptly at 
lowest prevailing prices. 


We pride ourselves on carrying a complete 
line of all the new and staple display 
materials that are used in the planning 
and execution of window displays. We 
have adequate stock to ship orders 
promptly and that is why we have won 
an ever increasing clientele. 


Study this list of display materials and 
write for information on these or any 
items not listed. 


Rope Decorations 
Sand Cloth 
Grass Mats 


Corrugated Papers 
Novelty Papers 
Metallic Papers 
Floor Coverings Electric Turn Tables 
Cut-out Letters Imitation Cane 
Metal Price Holders Paper Awnings 
Display Fixtures (Corrugated) 


Wall Board Tubes Novelties 
Borders Flowers 
Ribbons Kolorflex Sheets 
Mouldings Adhesive Paste 
Fabrics Spotlights 





Cellophane Items Moss Floorings 


Descriptive circulars on request 


DISPLAY CENTER 
OF PHILADELPHIA 
319 N. Ith St., Philadelphia 


Samuel J. Hanick, Managing Director 





MORE EXHIBITS 
MORE EXHIBITORS 
BIGGER DISPLAYS 


All Previous Records 
Smashed! 


Effective booth 
decorations, con- 
vincing posters 
and displays are 

on the “must” list 

for the thousands 

of exhibitors who 
will participate in 
coming exhibitions. Suc- 
cess in selling them depends 
upon your knowledge of these events long 
enough in advance. 


The special JUNE issue of WORLD CON- 
VENTION DATES will start you off with 







a record of 7,562 important coming events 
which are now definitely scheduled for 
future dates .. . additional lists will follow 
every month. This is the service that en- 
ables so many progressive display men and 
booth builders to spot their ‘natural’ six 
months to two years ahead of competition. 


The price is low—only $15 for an entire year. 
Write today for FREE sample copy. 


WORLD CONVENTION 
DATES 


330 W. 42nd St. New York City 
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Your Display Window== 
The Sales Barometer 


By SIDNEY ACKERMAN 
Display Architect, Brooklyn 


When one considers the significance of dis- 
play advertising in relation to the economic 
elfare of a retail organization it is easily 
inderstood how important an aid it is to 
orrect merchandising. The pivotal point of 
isunderstanding lies in confusing the mere 
“decorative” display with the “selling” dis- 
play. A show window can have a “decorative” 
display which does not necessarily sell mer- 
chandise. A “selling” display should also be 
decorative, and carry a distinctive appeal to 
ihe buying public. This last point must be 
highly emphasized to create a greater buying 
incentive. 

Present retailing demands modern methods 
in order to create this buying incentive. Such 
results can never be culminated by antique 
ideas engendered by out-of-date experience. 
Correct merchandising through the medium 
of display advertising reacts barometrically 
on sales; a downward fluctuation indicates an 
inefficient display department, other things be- 
ing equal. 

Efficient display should be designed to so- 
licit sales, rather than elicit compliments upon 
its artistic and spectacular merits. 

What a sales manager expects from a 
window display is an immediate influx of cus- 
tomers, which in turn is indicated by in- 
creased sales. This can never be accomplished 
if the display manager tries to inculcate a 
misplaced sense of taste and decorative ar- 
rangement, which as a whole means little 
towards conveying the buying message. He 
must know how to use art, beauty, and de- 
sign to gain a harmonious relation to the 
merchandise he intends to present, with maxi- 
mum sales results. The background should 
create the mood, furnish the proper environ- 
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—Still another group of National Display 
Advertising Week winners is shown on 
the opposite page. The displays were by 
the following: Upper left, W. W. Zachry, 
Nettleton Frank Company, Nashville, Tenn. 
(first prize, Nettleton contest); upper right, 
Floyd Walter, Moore's, San Francisco, Calif. 
(grand prize, Stetson contest); upper left 
center, W. Eyrle Day, Turrell's, Seattle, 
Wash. [grand prize, Nettleton contest); 
upper right center, Jack Nasser, Oppen- 
heim's, Inc., Jackson, Mich. (third prize, Bos- 
tonian contest); lower left center, Joseph 
Apolinsky, Loveman, Joseph & Loeb, Birming- 
ham, Ala. (first prize, Hart Schaffner & 
Marx contest); lower right center, Harvey 
Frohn, Nelson's, Quincy, Ill. (second prize, 
Society Brand contest); lower left, Dankin's, 
Inc., Torrington, Conn. (third prize, Mari- 
nette contest); lower right, Craige L. Em- 
bree, A. H. Genting Company, Philadelphia, 
Pa. (first prize, Bostonian contest)— 


ment in which the merchandise is effectively 
presented. 

In order for a display manager fully to 
exploit his ingenuity and ability, he must 
have properly built show windows. The show 
window must be proportionate to the size of 
the merchandise. This is especially true in 
the display of men’s and women’s shoes. To 
solve the problem with any amount of suc- 
cess, One must realize that small articles of 
merchandise must be brought nearer the eye. 
The proportions of the merchandise must be 
simulated in the show window, so that a per- 
fect balance will be attained. The show 
window as a medium of display must function 
to the best advantage of the merchandise; 
for example, the merchandising of shoes in a 
vast show window is not only expensive, but 
does little towards gaining the maximum sales 
reaction. 

The ideal show window for merchandising 
of shoes automatically eliminates all un- 


necssary window trimming, thus minimizing 


the cost of display building and increasing 
the efficiency of the display department. 

With the above in mind the ideal show 
window for men’s and women’s shoes is as 
follows: 

(1)—The minimum height should be 3 
feet above the sidewalk, the reason being that 
due to the defective vision suffered by the 
majority of the public, the merchandise must 
be raised within the average range of vision. 
This also gives forth the air of intimacy 
with the prospective buyer which is impor- 
tant in creating sales. 

(2)—The maximum depth should be 5 
feet. From this point of vision the area be- 
yond that depth is too far and therefore has 
no display value. The’ selling area of the 
show window is the immediate space beyond 
the plate glass. Another practical advantage 
is that it reduces the window trimming to the 
minimum with the maximum effect. Two 
ideal plans for show windows are: one that 
runs parallel with the sidewalk and should 
not be more than 5 feet in depth. The other 
plan, which is used more extensively, runs 
perpendicularly to the sidewalk. The dimen- 
sions for this type of plan must be as follows: 
the greatest width should be that portion 
which is parallel with the sidewalk, as it is 
the most effective area of the show window. 
That width should be at least 5 feet, and as 
it recedes towards the store entrance, the 
width should be at least 3 feet, because that 
area is beyond the visionary limits. 

(3)—The maximum height should be 6 
feet. The extravagance with this dimension 
seems to be due to the misunderstanding as 
to its function. The ceiling height is the 
means of bringing the show window within 
the required proportion to the merchandise. 
Any height greater than 6 feet is of little 
value as a medium for displaying shoes. 
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THE HUMAN 
CANNON BALL 





@Circus people know the value of action. 
That's why the Human Cannon Ball, the Chariot 
Race, the Flying Trapeze, and the Burning 
House will always rule as favorite acts. 


Action urges people to stop and look at a 
motion display in a store window. Tests have 
proved that motion displays stop 9 to 25 times 
as many people as stili displays. 

Motion displays cost less than a cent a day, 
plugged to the nearest light socket. They are 
sturdy, simple and noiseless. They help you 
turn prospects into customers. 





REVOLVING MERCHANDISER-—-A durable, all- 
metal turntable with an 18-inch disk. Cerries 50 


pounds. Makes 4 to 7 revolutions per minute, 
clockwise. You can feature several items in 
rotation, or show all sides of one item. Sells for 
$10.50 for A.C. current. Slightly more for D.C. 
SHOWMASTER--The heavy-duty model that 
supports 150 pounds. 

eSend for folder showing variety of uses and 
applications of these devices and the Pendulum 


Power Unit. 


“Motion Sells More Goods” 


MOTION DISPLAYS Inc. 


Division of Mergenthaler Linotype Company 


27 RYERSON ST. BROOKLYN. N.Y. 
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Stained Glass Displays 
Tell Story of Progress 


Eleven windows were unveiled with elab- 
orate ceremonies at the Kaufmann Depart- 
ment Store, Pittsburgh, Pa., on June 1 in 
celebration of the establishment’s sixty-fifth 
anniversary. The provisions for the complete 
store promotion were on a scale which can 
be called little less than colossal. Among 
other arrangements were included a_ break- 
fast for a distinguished list of guests; mes- 
sages from Admiral Richard E. Byrd, Captain 
A. W. Stevens, stratosphere flier; Glenn Mar- 
tin, builder of the China Clipper; Captain 
Rene Pugnet, of the S. S. Normandie, and 
the Honorable W. D. Euler, minister of trade 
and commerce of Canada. 














Of especial interest were the window dis- 
plays, named the “Peaks of Progress of 
1935-36,” and presenting a pageant of world 
achievement. They were of stained glass. 
Lazlo Gabor, well-known Viennese artist and 
illustrator, who designed them, is a member 
of the Kaufmann organization. The windows 
were constructed under the supervision of 
his staff. 

The window displays were arranged with 
shadow-box effect surrounding the illumina- 
tion. They were 5 feet 7 inches high by 1] 
feet wide. On either side of the colorful de- 
signs, which were set back about 4 feet from 
the front of the window, were light gray 














drapes. In front of each design was the title 
for each window in cut-out block letters. In 
an especially designed 11-inch by 14-inch- 
frame in each window the story and signi- 
ficance of the event depicted was told in hand- 
set type. 

The colored stained glass effect was just as 
dramatic in the daylight hours as at night. 
High wattage lamps were used during dark- 
ness to illuminate the scenes from the rear, 
Lower wattages were used during the day. 
Artists and illustrators who saw the windows 
at the unveiling ceremonies were unanimous 
in their admiration of the designs and exe- 
cution. 

In addition to the four scenes shown with 
this article the following achievements were 
illustrated: The second Byrd Antarctic expedi- 
tion; a telephone conversation around the 
world; signing of the Social Security Act; 
the casting of the “giant eye” which will per- 
mit man to see three times as far into the 
heavens as has been the case with former 
telescopes; the completion of Boulder Dam; 
the flight of the China Clipper; the recent 
experiments of Mme. Curie-Joliot and Prof. 
J. Joliot. The world achievements were se- 
lected by a committee of four historians con- 
nected with Pittsburgh colleges. 

Breakfast guests heard speeches by Byrd 
and the other celebrities over a loud speaker. 
Edgar J. Kaufmann, president of the Pitts- 
burgh firm, presided over the meeting, with 
I. D. Wolf, vice-president, introducing the 
speakers over a two-way telephone hookup 
which covered 6,300 miles of radio and 
telephone wires and four different nations. 
Gabor, designer of the windows, was intro- 
duced to the guests prior to the dedication 
of the displays. 

Other forms of advertising aided in the 
promotion, with the newspaper ads tying-in 
with the windows. One hundred and fifty 
thousand souvenir booklets with a cover de- 
signed by Gabor were distributed in state- 
ments to Kaufmann customers and through 
personal contact in the store. The booklet 
presented ten of the eleven displays, in lith- 
ographed colors, and briefly explained why 
the events were selected and their importance 
to mankind. A reprint of the booklet is be- 
ing prepared, since the first edition was soon 
exhausted. 

One hundred dollars in prizes was offered 


—A portrayal in stained glass of the "“me- 
chanical heart" recently invented by Col. 


Charles A. Lindbergh— 


—The stratosphere flight. Capt. Stevens, 

who participated in the record flight, spoke 

to the breakfast guests during the Kaufmann 
promotion— 
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—Commemorating the signing of a treaty 
between the United States and Canada— 


to school children in the vicinity for essays 
on “Why I selected this ‘Peak of Progress’ 
as most important to mankind during the 
past year.” 

In his message via loud-speaker to the 
guests, Admiral Byrd concluded with: “May 
I congratulate you on this novel, this orig- 
inal idea. It is indeed a worthy preject. It 
dramatizes as nothing else can, the unheralded 
achievements of mankind—achievements that 
are worthy of memorializing until the end 
of time.” 

The promotion was a tribute to the real 
sense of merchandising of the Kaufmann staff ; 
tying-in their establishment with live, interest- 
ing “news,” and dramatizing it in a way 
which could not fail to be tremendously ef- 
fective. 


—The liners Queen Mary and Normandie, 
as shown by Lazlo Gabor, of the Kaufmann 
staff, in stained glass— 
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Reytrim Introduces New Width 
and Holiday Designs 

The Acme Reytrim Corporation, 305 East 
Forty-sixth street, New York City, has added 
a new 48-inch width to the two standard 
sizes in which Reytrim is furnished, writes 
Howard J. Cox, president. The new width 
has a very high finish and differs from the 
ordinary corrugated material in that the fin- 
ish is lustrous but is not glazed. Also 
added are three new printed Christmas de- 
signs and a new genuine metallic-faced cor- 
rugated roll. ‘“Reytrim is planning a very 
impressive exhibit for the I. A. D. M. dele- 
gates,” writes Cox, adding somewhat ¢rypti- 
cally, “Look for the Reytrim Girl at the 
convention.” 


Belk's, Rock Hill, S. C., 
Wins Display Honor 

Belk’s Department Store, Rock Hill, S. C., 
won first prize in the annual window display 
contest sponsored by the Business Men’s 
League. The award consisted of a silver 
cup. The Marie Gouled Shop was runner-up. 
































AGA Board 


~The New Versatile 
Display Material 


made its bow to the display field in the 
May issue of DISPLAY WORLD and 
won the immediate interest of display- 
men and display studios everywhere. 


With this inexpensive display board you 
can make smart, distinctive displays at 
a cost that will permit frequent changes. 
It may be cut-scored and grooved (pat- 
ent applied for) and quickly formed into 
flat and curved panels, pillars, pilasters, 
steps, platforms, etc., without wood frame. 


PLAIN OR COLORED 


AGA Board comes in plain surface or 
colored ready to use. The sheet sizes are 
practical and economical for all types 
of display units, as follows: 4 ft. x 8 ft.; 
4 ft. x 10 ft.; 5 ft. x 8 f.; 5 ft. x 10 ft. 


ATTRACTIVE PRICES 
AGA Board, plain... .2%c sq. ft. 
AGA Board colored... 4c sq. ft. 


Sold Only in Five Sheet Bundles 
Minimum Order One Bundle 


Write at once for samples and literature 


Anderson Display System 


28 Opera Place Cincinnati, Ohio 








Most Attractive Display Feature 
-OF TODAY -- 


BLUE and BLACK 
GLASS SIGNS 
With London Art Chrome Face Letters 


Write to your dealer 
For Details, or direct to 


London Art Display Co. 


254 West 54th St. 
Dept. D.W. New York City 








REMINDER! 


Write today for your 
copy of my 
SILVER 

ANNIVERSARY 
CATALOG No. 20 
One hundred eighty 
pages of supplies for 
Displaymen, Artists, 
Show Card Writers, 
Sign Painters—contain- 
ing everything modern 
and helpful in mate- 
rials. Just a postal 
will bring your copy. 


Bert L. Daily 


122 E. Third Street 
DAYTON, OHIO 
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Use Modern Die-Cut Display Letters 
for sales producing displays, signs and show 
cards. 

Cork, Felt, Poster Board, Gummed 
Paper, etc. Attractive colors to make your 
selection from. 

Millions of letters in stock at all times in mod- 
ern styles and desirable sizes. Catalog free. 
FELT LETTER STUDIOS, MFRS. 
538 South Wells Street Chicago. Illinois 









































































Be ee ee 


oo seen ap 





SAMA RG A Me RRO A 


aS Sires Hie are ee 





soreness 








pe? thi 


30 








To Complete: 
a Selling Display ---Use 
PLASTIC Decorations 


ISPLAY men attending the 


Convention will find many 





new and interesting decorative 
pieces that will assist greatly in 
arranging displays throughout 
the store interior or in the show 
window. Special designs fur- 


nished. Exhibit No. 62. 


PLASTIC ART STUDIOS 


152 W. Whiting St., Chicago, III. 

















THE ANIMOTOR 


This NEW LOW 
PRICED POWER 
UNIT will produce an 
unlimited variety of 
motions for Processed 
or Lithographed Cut- 
outs, Signs, Toys, etc. 


Sample with Instruction 
Sheet..... $2.00 Postpaid 


Liberal Discount in Quantities 
Manufactured by 


The Reinhold Studio, Revere, Mass. 


— PIONEERS IN ANIMATION — 




















MILEO 
MANNEQUINS 


WILL BE ON EXHIBIT AT I. A. D. M. 

CONVENTION — BOOTH SPACES 28-29 

With Our New and Complete Line of 
Flexible and Rigid Models 


Factory and Showroom Now Located at 


7 West 36th Street, near Fifth Avenue 
New York City 














CUT-OUT LETTERS for DISPLAY WORK 


3/32 to 1 inch or more in thickness 
IN MANY BEAUTIFUL FINISHES 


K.¥« More Beautiful 
and Less Expen- 
sive than Hand 

LII Cut Letters. 


Write te nay ge and Price List 
Materials 
BRIDGEDORT. SONNECTICUT 


CHROME FACED LETTERS 
In stock for immediate. shipment in following 
sizes: 1”, 114”, 2”, 214”, 3”, 4” and 5”. Kabel, 
ane ie Modified Broadway, Futura and Exotic. 
JONES SUPERIOR MACHINE CO. 
1260 W. North Ave. Chicago, Ill. 
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Spaeth Joins 
Stensgaard 

Frank W. Spaeth, manager of the sales pro- 
motion division of the National Retail Dry 
Goods Association, resigned that position 
June 6 to join W. L. Stensgaard & Asso- 
ciates, Chicago, as vice-president of that 
organization. 

In his new position with the Stensgaard 
firm, Spaeth’s duties will be primarily those 
of general administration. His retail back- 
ground is expected to enable him also to 





Frank W. Spaeth 


more closely inject the dealer’s point of view 
in the display and promotional efforts of 
manufacturers. 

Before coming to the N. R. D. G. A, 
Spaeth was sales manager of M. E. Blatt 
Company, Atlantic City, for two years, and 
prior to that, advertising manager, James 
McCreery & Co., New York, for three years. 
He received his scholastic training at Kan- 
sas Wesleyan, University of Wisconsin, 
New York university, and Columbia uni- 
versity. 

As manager of the sales promotion divi- 
sion, he was author of the Retailers’ Calen- 
dar Promotional Guide, Radio Broadcasting 
Manual for Retailers, the Daily Planning 
Guide, Standards of Advertising Practice, 
and numerous articles, reports and studies 
on retail promotional subjects. It was his 
objective, during his service with the N. R. 
D. G. A. to make the promotional function 
in the retail store better understood and 
more effectively utilized. He frequently em- 
phasized improved salesplanning procedure 
as one of the most powerful implements at 
the disposal of stores, and as a direct result 
of better planning held that customers would 
be supplied with more information on the 
desirable characteristics of the merchandise. 





Sherrod Opens Display 
School 

Henry Sherrod has opened a school of 
display under the name “Sherrod Studios,” 
2336 Miramar street, Los Angeles, Calif. 
The course will embrace design principles, 
architectural drawing, composition, draping, 
interior display, study of types of merchan- 
dise, abstract problems of line, form, color, 
balance, etc. Sherrod’s wide experience in 
display should do much to insure the suc- 
cess of the school. 


G. Urlie Resigns 
Position 

G. Urlie has resigned his position on the 
display staff of the Dayton Company, Min- 
neapolis, Minn., to become advertising and 
display manager for Miller Cafeterias, Min- 
neapolis and Duluth. 
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FLOOR COVERING DISPLAYS FOR 
RETAIL PROMOTIONS 


[Continued from page 5] 


which the texture interest was paramount. 
A mass display of the new rugs and carpets 
was featured by Spear & Co. in a main floor 
setting adjacent to the street door. Rolls of 
broadloom in a wide variety of colors were 
supplemented here with scatter rugs in di/- 
ferent sizes. 

Window displays developed in model room 
fashions were the basis of an unusually ef- 
fective showing at W. A. Hathaway Cor- 
pany, one display being developed in the 
Early American period and the second in 
Federal style. Machine-hooked broadlooms 
in colonial patterns were featured; in tie 
Early American window, eight alternate 
suggestions for floor coverings were made by 
hanging from side and back walls, as well 
as over small racks, sample squares of the 
same carpeting in a variety of patterns. A 
model room was also featured. 

Ensemble displays in which new floor coy- 
erings were assembled with harmonizing fur- 
niture, draperies, wall coverings, and acces- 
sories in colorful attractive units were the 
basis of effective showings at Stern Brothers; 
James McCreery & Co.; The Namm Store; 
Ludwig Baumann; Loeser’s; and Blooming- 
dale Brothers. Loeser’s, Ludwig Baumann, 
and Stern Brothers supplemented departmen- 
tal showings with window displays. 


A series of ensemble groupings at Gimbel 
Brothers in which the new wool-pile rugs 
and carpets in all sizes were featured was 
supplemented by an educational display ar- 
ranged by Textiles Education Bureau. A 
series of photographs showing progressive 
steps in the making of a carpet were accom- 
panied with samples of wool from the raw 
state to the finished dyed yarn ready for 
weaving. A Jacquard type design, worked 
out on paper, was exhibited together with 
cards and wire used in weaving. Educational 
material describing these processes was made 
available. Consumer interest in the style im- 
portance of the new rugs and carpets was 
heightened by a feature page in the current 
New York Herald-Tribune rotogravure sec- 
tion, headed “Fashion—and Your Floors.” 


In Boston, Gilchrist Company, Jordan 
Marsh Company, and Paine Furniture Com- 
pany displayed ensemble groupings in the floor 
covering sections, with interesting and color- 
ful windows. Newspaper advertisements were 
used by each to announce their special style 
exhibitions to the homemakers of Boston and 
suburbs. 


In Philadelphia, Hardwick & Magee <e- 
voted the windows on each side of the main 
entrance to ensembled groupings and supple- 
mented this with similar arrangements on 
every floor of the store. A most interesting 
development here was the accent given color 
in a modern room setting especially prepared 
for this style show on the quality rug floor. 
A deep blue pebbled texture broadloom, in 
wall-to-wall construction, was featured aid 
furniture and drapery groupings worked cut 
in gold, rose, and light blue, to stress to t'e 
consumer the variety of ensemble effects p«s- 
sible with this particular floor covering. 
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Firth Display Contest 
Awards Made 

First prize in the Firth Carpet Company 
window display contest has been awarded to 
the Wichita Wholesale Furniture Company, 
Wichita, Kan. Second prize went to L. E. 
Summerton, Wm. R. Moore Dry Goods Com- 
pany, Memphis, Tenn., and the third award 
was given to N. R. Spinney, C. H. Yeager 
Company, Akron, Ohio. Other prizes went 
to the following: M. H. Luber, The Killian 
Company, Cedar Rapids, Iowa; E. Nelson, 
Stern Brothers, New York City; D. Wil- 
iiam McDonald, Rice & Kelley, Pittsfield, 
Mass.; George Eckhardt, Fowler, Dick & 
‘Valker, Wilkes-Barre, Pa. 

Judging was on effort, originality, effec- 
tive selling power of the window, and the 
cisplay of the Firth name. The judges were 
Louis Goodenough, Retailing; Charles 
Coiner, N. W. Ayer & Son, and Edward 
Donohue, Firth Carpet Company. 





Johnson Display Service 
In New Home 

The Johnstown Display Service, Duluth, 
Minn., is now in its new home at 18 North 
Sixth avenue, west. Carl R. Johnson and 
Owen N. Hanson, who conduct the service, 
have completely renovated an old store room 
to provide an office furnished in the modern 
manner, a neat stock room, a _ splendidly 
equipped work shop, and a model shipping 
room. The work shop is arranged to facili- 
tate the production of cut-outs and unusual 
backgrounds. The Johnson Display Service 
is affiliated with Window Advertising, In- 
corporated. 





"Queen Mary" Displays 
Prepared by Bliss 

In preparation for the first New York 
City arrival of the new Cunard White Star 
liner, “Queen Mary,” the Cunard company 
had installed in its offices in that city two 
new window displays. One was in the form 
of a log book, depicting the daily progress 
of the ship and the weather conditions sur- 
rounding it. The other display took the 
form of a giant map designating the daily 
position of the steamer. The displays were 
designed and executed by the Bliss Display 
Corporation, 460 West Thirty-fourth street, 
New York City. 





Harris Affiliates 
With McKelvey 

Ralph Harris has joined the G. M. Mc- 
Kelvey Company, Youngstown, Ohio, in the 
newly created position of sales promotion 
manager. He will supervise advance pub- 
licity, planning, sales training, public rela- 
tions, store features, and display. Harris 
was formerly publicity group director of the 
Retail Research Association. 





Thalhimers Installing 
Invisible Glass 

W. T. Munford, display manager, Thal- 
himers, Richmond, Va., will soon be in- 
Stalling displays behind invisible glass. 
Several of the front windows of the new 
addition to the store are being equipped 
with glass of this type. 
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Visit the Maharam booth at the 
I. A. D. M. Convention in Cincin- 
nati and get acquainted with 
Maharam facilities. Our 20 years 
of experience as originators, man- 
ufacturers and distributors is at 
your disposal. Consult Maharam 
on your Display Fabric and Acces- 
sory requirements. 


A Few of Our Items: 
eDISPLAY FABRICS 
eDISPLAY PAPERS 
eDIE CUT LETTERS 
eCHROMETALFLEX 
eJUMBO CORRUGATE 
@REY TRIM MOULDING 


and hundreds of others 


























eOriginators 


a 
FABRIC 


Samples MY « «=. « - Rae $0ihiboton 


Write for 





and Prices @Distributors 


CHICAGO - - - - 6 E. LAKE ST. 


Boston St. Louis(DeSoto Hotel) Cleveland Chicago 
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Be Sure And See Our 
1936 Fall Line 


HULA FRINGE 
STREAMER 
RADIANT MATS 
WINDOW EDGING 


Made with Du Pont Cellophane 
in all colors 


— ALSO — 


Foils on Rolls—Cellophane on Rolls and 
A Full Line of Ribbons 








M. H. LEVINE COMPANY 
32 West 27th St. New York City 


Write for complete samples 
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rs Unique VALANCE 


Get away from the old, 
cut and dried valance 
arrangements. With 
Windowphanie (and a 
pair of scissors) you 
can make distinctive 
valances for less money. 
Adaptable to small 
shop or large store. 
Designs for every pur- 
pose (carved glass ef- 
fects). Applied directly 
to window. No dust 
or breakage. Pennies 
for a stamp will save 
you dollars in valances. Write for free sam- 
ples and illustrated catalogue. 


D. W. MALZ 65 Fifth Ave., WN. Y. C. 

















BLOCKART ANNOUNCES 
“‘ RD” Dimension SU Script Letters 


For use in tracks or for mounting. Gen- 
uine chrome-plated metal facing or un- 
colored facing—2” lower case, 4” capitals. 
Other styles available. Write for catalog. 


BLOCKART CO., 132 W. 14th St., New York 














“Serving the Display Profession”’ 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


38 W. 38th Street New York City 
Telephone: Wlsconsin 7-4887 





The Aristocrat of 
PRICE MARKERS 


i Smart Interchangeable Metal 
Numerals and Letters 
Manufactured by 
Combination Products Co. 


64-74 WEST 23RD ST. NEW YORK CITY 
“Actual Samples sent on request 











CARD BOARD CUTTER 


It’s new—easy to operate., Uses Gillette type 
blade. Blade included. 


‘Order yours 
todas; Pestoeid: ....520......; . ; és ey: 50c 
J & J ENTERPRISES 


BOX 312 CHILLICOTHE, OHIO 
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DISPLAY MUST CHANGE 

[Continued from page 3] 
of some element which will attract the eye 
consistently with these changes. If you will 
agree to this, you must admit that the so- 
called permanent background of cainestone, 
walnut, travetine, maple, or even ornamental 
plaster will not do the job of attracting the 
attention of a constantly changing, possibly 
fickle, buying public. In other words, we 
might say that this permanent background 
becomes secondary to the display or conceit 
within it. It becomes the hearthstone in 
which the merchandise, conceit, or display 
may flame. It becomes the all-important, yet 
unobtrusive, frame within which we place 
our picture. 

I know what is going on in the backs of 
most of your minds at this moment. You 
say, “My budget does not permit the expen- 
diture involved to supply constant display 
changes.” That is quite true. There must 
be periods of low selling throughout every 
year. During these times you can not afford 
to install even inexpensive conceits. The 
permanent background must serve as a com- 
plete display. It must be clean. It must 
have no cracks, any more than the frame 
of a fine painting should be dirty, chipped, 
or cracked at the joints. It should be seen, 
but not looked at. It should be of neutral 
color so that it will enrich all of the colors 
in the merchandise. White will emphasize 
all colors; hence the use of white or off- 
white in so many modern backgrounds. 

I have tried to emphasize the fact that 
because of life and its changes, public in- 
terest changes, and with the change, displays 
or conceits change. ~Therefore, in direct an- 
swer to the question, “Does it mean that 
henceforth probably all backgrounds will be 
more or less temporary in character and that 
in two or three years from now we will 
have something totally different and in two 
or three years from then, something totally 
different again?”—I am afraid that we will. 


Burke Captures 
Contest 

William B. Burke, Morehouse & Wells 
Company, Decatur, Ill., captured first prize 
in the Fishermen’s Week window contest 
sponsored for the third consecutive year by 
the Sporting Goods Dealer, national trade 
publication of the sporting goods industry. 
Judges of the contest were the editors of that 
publication, headed by J. G. Taylor Spink, 
publisher. 

Second prize went to Carl H. Shank, dis- 
play manager, Stix, Baer & Fuller depart- 
ment store, St. Louis, and third prize to 
Robert L. Gatliff, display manager, Railey- 
Milam, Inc., Miami, Fla. 

Other prize winners were Glenn K. Benard, 
Black & Co., Decatur, Ill.; Paul Lubbers, 
Recreation Equipment Company, Springfield, 
Ohio; George F. Hauber, College Branch, 
Maxwell Hardware Company, Berkeley, 
Calif.; Stewart Fillingham, George W. Hub- 
bard Hardware Company, Flint, Mich.; and 
Francis A. Walsh, Cacanaro’s Sport Center, 
Riverhead, L. I., N. Y. Runners-up included 
H. M. Bullock, W. D. Joyner & Sons, Rocky 
Mount, N. C.; Bob Franzoni, Wilson Cloth- 
ing Company, Rutland, Vt.; Gus Cristol, The 
Sport Center, Washington, D. C.; Paul Deh- 
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ner, Dehner Seed Supply Company, Burling- 
ton, Iowa; and T. Willard Jones, Evans 
Sporting Goods Company, Shreveport, La. 
Honorable mention was awarded to Walter 
Mahler, Leacock Sporting Goods Company, 
St. Louis; H. A. Wiesen, Jacobs’, Flint, 
Mich.; Fred J. Stutz, Turner Hardware & 
Implement Company, Modesto, Calif.; Allen 
Thompson, Thompson’s Sporting Goods Store, 
Vineland, N. J.; and Joe Bevers, Cullum & 
Boren Company, Dalias, Texas. 





George Stevens Elected 
S. D. M. A. President 

George Stevens, Montgomery Ward & Cu., 
Spokane, Wash., was elected to the presi- 
dency of the Spokane Display Men’s Assv- 
ciation at the April meeting of that organ:- 
zation. Oscar Oecks, The Palace, was ap- 
pointed vice-president. The elections were 
to fill vacancies caused by the resignation of 
Walter Bruns, whose duties prevent him 
taking the time necessary for the office, and 
of John de Jung, former vice-president, who 
automatically became president following 
Bruns’ abdication. De Jung is chairman and 
director of three important committees and 
resigned in order that he might devote his 
attention to them. 

At the May 14 meeting, Grant Gibson, 
The Palace, gave a demonstration of applied 
art and card writing as applied to display. 





Industrial Displays, Inc., 
Opens Plant 

Industrial Displays, Inc., has announced the 
opening of its plant, an entire floor at 410 
East Thirty-second street, New-York City, 
comprising 10,000 square feet of plant space. 
Otto Lotter, formerly foreman with Fisher 
Exhibits, is now affiliated with Industrial 
Displays, Inc., in the capacity of vice-presi- 
dent in charge of production. Jeroam S. 
Hirsch is associated with the company as 
sales promotion manager and Louis I. Good- 
man will take charge of the purchasing. 





Crosley Sends Largest 
Shipment of Displays 

What is believed to be the largest indi- 
vidual express shipment of advertising dis- 
plays ever sent by one company was han- 
dled by the Railway Express Agency this 
week when the Crosley Radio Corporation 
of Cincinnati shipped twenty-four railway 
express cars of Crosley Shelvador electric 
refrigerator displays to 101 distributing 
points in the United States for redistribution 
to Crosley dealers in the cities and towns 
in those trading areas. There were 12,500 
displays in the shipment, each weighing 23 
pounds packed. A total of 287,000 pounds, 
or 144 tons, of paper was used in the dis- 
plays and their cartons. The displays were 
reproductions of a full-size Crosley Shelv- 
ador of five cubic feet capacity with door 
open showing shelves filled with food. 


Reinhardt Establishes 
Own Display Firm 

Herman FE. Reinhardt, formerly displa) 
manager with the Steiger-Cox Company, Fa’! 
River, Mass., has opened his own displa 





firm at 340 Central street. He will specializ: 
in signs and window display settings. 
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How Wall Board 
Is Made 


Probably many displaymen have won- 
dered from*time to time how the wall board 
which they find so indispensable in their 
work is made. A trip through the gigantic 
plant necessary for wall board production is 
a revelation. Huge machines—some of them 
costing over a million dollars each—roar 
day and night, grinding out tons of mate- 
rial that will eventually become display 
backgrounds, interior renovations, etc. 


The entire process from raw material to 
the finished product is an interesting one. 
At the Alton Box Board & Paper Company, 
Aiton, Hl, for example, raw material is 
piled 30 feet high over an area of nearly 
twenty-five acres. The plant maintains its 
own water system, using each day about 
4,500,000 gallons, which would supply the 
normal requirements of a city of about 40,000 
people. 

The company operates its own power sys- 
tein, composed of six water tube boilers and 
five large reciprocating steam engines, to- 
gether with two steam turbine generators. 
The boilers require 300 tons of coal per day. 
The total power required by the mill is 
8,000 kilowatts. It is interesting to note that 
in some parts of the mill the temperature 
registers 140 degrees. 


Raw material is first brought to the 
breaker beaters where it enters vats of 
boiling water and then passes through long 
settling troughs to remove foreign matter. 
Incidentally, some curious finds are occa- 
sionally made in the waste paper, one em- 
ployee establishing a record by finding $400 
in bills. After being beaten into a pulp, the 
material passes thickeners where it is still 
further refined and enters a finishing beater, 
reaching a paste-like consistency. Chemicals 
and dyes are added and the stock is dis- 
charged into large receiving chests. 


Jordan beaters then refine the pulp fibres 
into the proper length and complete the 
hydration process. The pulp then passes 
through copper screens .022 inch in size and 
finally into the paper machine where the 
pulp paste is formed into a continuous 
multi-layered sheet of paper on a _ heavy 
woolen belt 12 feet wide by 187 feet long. 
The sheet is then carried over suction rolls 
and smoothing presses and onto 137 revolv- 
ing cylinders, 42 inches in diameter, which 
compose the dryer section. These dryers 
are heated by exhaust steam. The paper 
then goes through a series of calender rolls 
which iron the surface into the specific 
smoothness and thickness. The finished sheet 
then goes into the slitters and cutters where 
it is slit and cut into specific sizes. The 
paper has then completed its travel through 
the machines, each of which is 386 feet long, 
with a speed range of 100 to 500 lineal feet 
per minute. 


The wall board laminating machine is 108 
feet wide by 290 feet long, producing over 
300 tons of wall board in twenty-four hours. 
After the wallboard is laminated, it is 
wrapped in heavy kraft paper, sealed, 
Stacked in straight piles, and allowed to 
season from one to six months in a special 
humidified room, preventing any possibility 
of warping or distortion after being shipped. 
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Raised 
Letters 


# 
Display 
Construction 


SPANJER BROS. 





NEWARK, N. J. 
NEW YORK CITY 
CHICAGO, ILL. 





“MUTUAL 
DISPLAYS” 


Completely equipped for the design, 
construction and installation of Mod- 
ern Window Backgrounds and De- 
partment Modernization .. . 


Original headquarters for 


“WALL BOARD TUBES 
and complete line of Display Supplies. 





Write for Our Circulars 
and Catalogues 





Mutual Sales & Mfg. Co. 


1101 Power Ave. 
Cleveland, Ohio 











DRAPERY FABRICS 


For Window Display, Theatri- | 
cal Display and Drapery Effects 
Velours (Rayon and Cotton) 
Repps, Damasks, Satins, 
Monks Cloth, Crushed Plush, 


etc. 
(Special Contract Dept.) 


Sold Through Jobbers Only 


| Oakland Silk Mills 


438 Fourth Avenue New York 

















ePlease Mention DISPLAY WORLD 
When Writing Advertisers 





SUCCESSFUL: MERCHANTS 
ARE USING 


i; LEVINE BROS. 
| SIGNS anp 
DISPE AYS 


“From a Price Ticket to a Background” 
PRINTED and LITHOGRAPHED 
IN ANY QUANTITY 


We Specialize in the Service of 
Chain Store Organizations 


| 
HI 
| 


@ Show Cards 
@ Posters @ Backgrounds 
@ Price Tickets. @ Cut-Outs 

@ Car Cards 


@ Exhibit Booths - @ Window Displays 
@ Industrial 
@ Novelty Displays 
@ Counter Cards © Animated 


We will be pleased to consult with you 
on your requirements and design an 


original unit that will sell merchandise 


111-8th Ave. N.Y.C. 


WAtkins 9-8956, 8957 











Light 
enough to mount 
_ on ordinary card— 
vertically or horizontally— 
with eyelet or staple. 
Weighs 10 ounces. Plugs 
into light socket—no bat- 
teries to run down, no 
radio interference, no trans- 
former. Cool running. Speeds 
3, 5, 8, 15 or 25 r.p.m. This is 
the unit that is running na- 
tionally distributed displays. 
A complete line of dependable 
motors and mechanisms. 


$1.10 in thousand lots 


SpeedWay Mfg. Co. 
1839 S. 52nd Ave. CICERO, ILL. 


akeliels 


TYPE 9501 ae GEARED Wi 
Display Speed FAY 














You spend good 
money for adver- 


ARDBOARD tising cutouts or 
EASELS counter merchan- 

+ it dise displays. It 

is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 
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DISPLAY 
SERVICE 








DIRECTORY 





ARIZONA—Fred J. Codd Adv. Service, Tucson. 


A GUIDE FOR THE NATIONAL ADVERTISER 


IOWA—Mid-West Display Service, Cedar Rapids, Iowa. 





BUFFALO, N. Y.—Windo-Craft Display Service, Inc., 376-378 
Pearl St., Buffalo, N. Y. Branch offices in Rochester, Syracuse, 
Albany, Poughkeepsie, and Erie, Pa. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico 
St., Los Angeles, and 160 Seventh St., San Francisco. Branch 
offices and warehouses at Oakland, Fresno, Sacramento and San 
Diego. 





CHICAGO, ILL.—Fisher Display Service, Inc., 560 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national ad- 
vertisers. Est. 1916. Hundreds of national advertisers as references. 














CINCINNATI 





WINDOW DISPLAY 
INSTALLATIONS FOR 
NATIONAL ADVERTISERS 





CINCINNATI DISPLAY SERVICE 


Walter G. Vosler 
519 MAIN STREET CINCINNATI, OHIO 























CINCINNATI, OHIO—Cincinnati Display Service, 519 Main 
Street, Walter G. Vosler. A dependable service covering southern 
Ohio and northern Kentucky. 





CLEVELAND, OHIO—Modernistic Adv. Service, 3288 Kildare 
Rd., Cleveland Heights. Window installations that sell goods and 
house-to-house advertising distributors. A responsible coverage of 
the Cleveland market. 





CODY, WYO.—Headquarters of The Sherwood Display Service, 
catéring to national advertisers who desire better installations in 
Montana and Wyoming. 





KANSAS CITY—National Displays Co., 3025% Troost Ave. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as 
Trenton—the world’s richest market. We install ‘“merchandised” 
displays that create sales instead of ordinary installations. Ref- 
erences from any national advertiser we have ever worked for. 
Write for booklet, “Merchandised Window Displays.” 





NEW JERSEY—New Jersey Window Display Service, Inc., 
501 Ogden St., Newark, N. J. A reliable and modern window dis- 
play service, offering the finest type of window display installz- 
tions throughout the state. 





NEW ORLEANS, LA.—I. L. Lyons & Co., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, 
Lake Charies, Monroe and Shreveport, La. 





PEORIA, ILL.—Grande-View Window Disp. Serv., 343 Easton Ave. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware. Write for a 
list of satisfied clients. 





PITTSBURGH, PA.—Arcee Vee Display Service, 109 De Sota 
Street. Coverning western Pennsylvania, eastern Ohio, northern 
West Virginia. Quality and service that satisfies. 





PITTSBURGH, PA.—Artcraft Display Service, 821-823 Locust 
Street. Covering western Pennsylvania, eastern Ohio and north- 
ern West Virginia. Cooperating with retail trade associations. 
Bank references and list of satisfied customers on request... Under 
personal supervision of R. C. Vaughn, vice-president and sales 
manager. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main 
Street. Write L. M. McMahon for data concerning outhern New 
England territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





HUNTINGTON, W. VA.—West Virginia Bldg. CHARLESTON, 
W. VA.—Daniel Boone Hotel Bldg. West Virginia Advertising Co. 
A modern service that satisfies its clients. 





RICHMOND, VA.—Robert Waitt, 523 E. Main Street. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display 
Service. A. H. Olson, Manager. A reliable display service. 
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Don’t Spoil 
A Display With 
Inferior Decorations! 


See our new Fall line and 
choose from beautiful Artificial 
Flower Pieces. You will find 
Quality in materials and design. 


We excel in Ruscus Settings; 
also Hedges and Trees for inte- 
rior and exterior. 


Consult us on your decorative 
requirements. Visit our Display 
Rooms whenever in Chicago. 


1% 
Botanical Decorative Supply Co. 


(Established 1893) 
325 West Madison Street 
Chicago, Illinois 

















AMES 
Metal Mouldings 


Chrome, Brass and Copper, both plated 
and solid, made in our own factory. 


Specially designed mouldings made to 
your order. Our prices are right, our 
quality high, service good, and stock large. 


Our latest catalogue lists 75 stock shapes; 
write for your copy. 





ATTENTION DISTRIBUTORS 
A Few Territories Still Open. 








AMES METAL 


MOULDING CO., Inc. 
226 E. 144th Street 
New York, N. Y. 


Matt Haven 9-7373 | 























TURNTABLES §°,.0'!.°! 
\ Nothing to get 
Guaranteed for One Year out of order. A 
highly perfected turntable. 12-inch disc. 


No. 1—Sturdy Midget, 75-lb. load.. 
No. 2—Sturdy Giant, 150-Ib. load . $1 5 


! ' Goodman Flexible Sleeve Form Co. 


Manufacturers of patented flexible Sleeve 
Forms and Rotary Display Specialties 


217 West 125th St., New York, N. Y. 




















Please Mention DISPLAY WORLD 
When Writing Advettisers 
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CINCINNATI BECOMES FOCUS OF 
DISPLAY INTEREST 
[Continued from page 11] 

Sarg; 2:00-4:30, convention business meet- 


ing, election of officers. Evening: 7:15, 
busses leave Netherland Plaza hotel for 
Castle Farm; 8:00, annual banquet and 


dance, Castle Farm; announcement of elec- 
tion results; announcement of 1937 conven- 
tion city; announcement of prize winners; 
address, president-elect. 

Thursday, July 2—Morning: 9:00-12:00, 
final inspection of exhibits. Afternoon: 
1:00, inspection trip through Procter and 
Gamble plant. 

The official program of the Ladies’ Auxil- 
iary is as follows: 

Sunday, June 28—Evening: 8:00, “Over 
the Rhine Night,” Music Hall. 

Monday, June 29—Morning: 10:00, sight- 
seeing tour of Cincinnati—two hours, busses 
leave Netherland Plaza hotel at 10:00 
o’clock. Afternoon: 2:00, inspection of 
Kroger Food Foundation, ladies meet in 
Parlor L, Netherland Plaza hotel; 7:30, 
busses leave Netherland Plaza hotel for 
Crosley field; 8:00, Cincinnati Reds vs. Chi- 
cago Cubs, Crosley field. 

Tuesday, June 30—Tuesday morning left 
open for shopping; no organized tour. Aft- 
ernoon: 12:30, luncheon and bridge at Ken- 
wood Country Club—busses leave Nether- 
land Plaza hotel at 11:30 a. m., returning 
to hotel at 4:00 p. m.; 8:00, Steamer Island 
Queen leaves foot of Broadway wharf for 
trip to Coney Island. 

Wednesday, July 1—Morning, 10:00, in- 
spection of Taft museum—ladies meet in 
Parlor L, Netherland Plaza hotel. After- 
noon, 12:00, business luncheon, Pavillon Ca- 
price; 7:15, busses leave Netherland Plaza 
for Castle Farm; 8:00, annual banquet and 
dance, Castle Farm—ladies’ tickets at regis- 
tration booth, $2.50 each. 

Thursday, July 2—Afternoon: 1:00, inspec- 
tion trip through Procter & Gamble plant, 
Ivorydale. 
Dwiggins Forms 
Firm 

L. J. Dwiggins, Chicago displayman, has 
formed the firm of Dwiggins Knapp Com- 
pany with offices in the Merchandise Mart. 
The firm will engage in the distribution and 
sale of popular-priced display material, spe- 
cializing particularly in the newer types of 
fabrications, such as Rippleweave, Embosso 
Board, and Embosso. Dwiggins has a wide 
experience in the display field. For twelve 
years he worked in various retail stores 
throughout the Middle West in every phase 
of retail store display, from fixture boy to 
charge of display and advertising. Dwiggins 
was secretary of the Chicago Display Club 
for several seasons and has a wide acquaint- 
ance in Chicago and throughout the country. 





Cora Scovil Receives 
"Liberty" Write-up 

Cora Scovil, designer and manufacturer of 
de luxe mannequins, was the subject of the 
leading item in the “To the Ladies” feature 
of the Liberty magazine for May 9. Interest- 
ing facts about mannequin manufacture were 
briefly discussed, as well as their adaptability 
for the playing of practical jokes. 





THE ease and speed with which the Kling- 
Tite Automatic One-Hand Tacker does 
all kinds of tacking make it a valuable as- 
set to any business where tacking is done. 

Kling-Tite operates with one hand. Holds 
a strip of 140 Tackpoints. Is self-con- 
tained. Requires no backtracking for tacks. 
No dangerous tack spitting. Economical. 
Convenient. Always ready for use. It will 
pay you to investigate the Kling-Tite—the 
tacker that costs so little, yet does so much! 
Visit Booth 8, 1.A.D.M. Convention and 
see the new 14” Hansco Tacker. 


A.L.HANSEN MFG.CO. 


ling-Tite fa 5041 BCoWd-tal-yyielele my Wii: 
CHICAGO, ILI 














JOBBERS / 
ATTENTION. 


To all my friends and jobbers 
—I will have the opportunity 
to meet you at the |. A. D. M. 
Convention in Cincinnati on 
June 29 to July 2 at the Neth- 
erland Plaza Hotel. 













Over there you can get bet- 
ter acquainted with my larger 
line of Silk Wig Mannequins, 
Molded Hair Mannequins, and 
the ones which retail below 
$25.00; also our line of Girls’ 
and Boys’ figures. 


FELIX MASSO 


215 W. 20th St. New York City 


a TH 








Chrome Metal 
MOULDINGS 


For all sorts of display and, decorative purposes. 


Ask about our INVISIBLE FASTENER types 


THE C. SPIRO MFG. CO. 
Dobbs Ferry, N. Y. 
Makers of Quality Mouldings for 22 Years 





























A DISTINCTIVE 
DISPLAY GARD SERVICE 


For Department Stores 
and Specialty Shops 
Display cards with selling punch, for 
all seasonal and special events, beauti- 
fully oil processed in two and three col- 
ors, designed by prominent artists, yet 


modest in cost. Full sheet size, 22x28 
inches, for window and interior use. 


NOW AVAILABLE 


Choice of five beautiful and effective 
poster displays, size 22x28 inches, for your 


August Fur Sale 


Sold in quantities of twenty-five or more. 


WRITE NOW! 


for Illustrated Folder 


photo-f Cc |B EF F Wie INC. 


2011 FLORENCE AVE. 
CINCINNATI, OHIO 

















The 


Preferred Board 


for the 


Display Man 


ALTON BOARD 
POSTER BOARD 
CEDAR GRAIN BOARD 


Ask for it from your dealer 
- 8, ver he 


ae 


Alton Box Board & 
Paper Co. 


ALTON, ILLINOIS 


























Spokane Club Plans P. C. A. D. M. 


Convention 

The organization meeting of the Pacific 
Coast Association of Display Men conven- 
tion directors was held recently and prepara- 
tory plans were made for the thirteenth 
annual convention of the association. The 
meeting will be held in Spokane on Septem- 


DISPLAY WORLD 


ber 13, 14, and 15. The preliminary ar- 
rangements provide for coverage of such 
topics as style presentation, merchandise 
handling, display psychology, expense con- 
trol, design and color, sign work, promo- 
tional set-ups, display equipment and lighting. 


Bozeman, Mont., Club 
Striding Ahead 

The newly organized Bozeman, Mont., 
Display Club has been making real progress 
in lining up members and planning its pro- 
gram. The club is led by Jack Vickey, J. C. 
Penney Company, president; Lou Paine, 
Chambers-Fisher, vice-president; Don Flet- 
cher, Gallatin Hardware Company, secre- 
tary-treasurer, and Gordon Klingber, in 
charge of publicity. 


Charles McArthur Patents 
Display Machine 

Charles McArthur, McArthur Indoor Ad- 
vertising Corporation, Grand Central Ter- 
minal building, New York City, has pat- 
ented a poster display machine which shows 
twenty-four posters in succession before re- 
peating. The displays are shown on twelve 
curtains. One side of the curtain is exposed 
for an interval, then it is turned so that the 
reverse side of each is presented. 











Levine Introduces 
New Decorations 

New decorations for the window display 
field that have been innovated by M. H. Levine 
Company, 32 West Twenty-seventh street, 
New York City, are a Hula fringe, made 
of cellophane in all colors to be arranged in 
any length desired; -window edging made of 
the same material streamers; and radiant 
mats of cellophane. 


Robb Takes N.R.D.G.A. 
Position 

Thomas Robb, sales promotion manager, 
Adam, Meldrum & Anderson, Buffalo, will 
succeed Frank W. Spaeth as manager of the 
sales promotion division of the National Re- 
tail Dry Goods Association. Beginning in 
1916, Robb was affiliated with a number of 
retail organizations, including Best & Co., the 
Standard Corporation, James McCreery & 
Co., Amos Parrish & Co., and the Retail 
Research Association. In 1932 he became a 
partner in the Jaros-Robb advertising agency, 
later joining the Buffalo store. 
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DISPLAY ARCHITECT 
Capable of designing and constructing 
displays and interiors desires permanent 
connection with department or chain 
store. See article on page 27. 

SYDNEY N. ACKERMAN 
3017 Brighton 5th St. Brooklyn, N. Y. 








CUTAWL WANTED 
Must be in perfectly good condition, 
Model K9. Submit lowest price in letter. 
Address “T. M. J.” 
Care DISPLAY WORLD 














DISPLAY MEN! 


everywhere in the Country, to act as my 
Representative. 


Earn extra money. Pleasant, dignified, 
easy. Does not interfere with your present 
position. Write at once for full particulars. 


ANDERSON DISPLAY SYSTEM 


28 Opera Place Cincinnati, Ohio 




















